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San Francisco-born Ken Rossi 
comes to the East Coast as an 

artist with experience in many media. 
He has the ability to sense the 
common interests; transferring this 
sensitivity to meaningful illustration. 


CHARLES E. COOPER INC. 


ADVERTISING ART 


136 E. 57th St.* New York 22,N.Y. 
Plaza 3-6880 


11 Holland Ave.» White Plains, N.Y. 
White Plains 8-7738 
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Last year Wallace Elton, President of the NSAD, appointed 
a committee of three to review the method, then in effect, 
of electing the Art Director of the Year. Three members 
were appointed: Cecil Baumgarten, Secretary and Treasurer 
of the NSAD, Charles T. Gerhart of the Cincinnati Club, 
and myself. 


The committee concluded that while the system had 
operated well up to the present, there should be a new basis 
adopted due to the great increase in the number of mem- 
ber clubs. From the original 6, the number had then grown 
to 20. The membership of the clubs ranges from approxi- 
mately 30 to almost 500, the total membership being 2400. 


The original method of electing by the largest total num- 
ber of votes was a simple and a natural one. There was the 
danger, however, that under this system, a club with a large 
membership could, if it chose to do so, put on a campaign 
to pool all of its votes on one of its members, thus making 
it reasonably certain that it could swing an election to its 
candidate. The system also increased the likelihood that a 
candidate belonging to a small club, no matter how distin- 
guished he might be, would not receive enough votes to 
elect him. 


The problem was to elect a truly national figure. A thor- 
ough examination of all past ballots was made and from it 
the new system was evolved which was unanimously adopted 
at the Annual Meeting: 


1. The five candidates receiving the largest number of total 
individual votes cast will constitute the panel. from which 
the winner will be chosen. 


2. The winner will be selected from these five names in 


the following manner: (continued on page 53) 
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Didn't You Know? Hadn't You Heard? 


a retail department at Boyan & Weatherly 


No, you're NOT dreaming. 
Our Retail Division has long been an established reality, with a proven record. 


It is a complete and separate department...a retail unit, which specializes in 
advertising with “the local approach.” 


THE PLANNING is backed by years of merchandising experience... 


THE COPY sparkles with consumer appeal; creates day by day sales through its merchan- 
dising strength... 


THE LAYOUTS are quick attention-getters, designed to sell merchandise, rather than win 
art awards (although some of them have)... 


THE ART WORK AND PHOTOGRAPHY highlight the important features of the merchandise and 
dramatize its appeal. 
YES, WE’RE DEFINITELY KEYED TO THE LOCAL LEVEL 


For All AD MATters, call Joseph Boyan, 
BOYAN & WEATHERLY, Inc. 


525 LEXINGTON AVENUE, NEW YORK 16, N. Y. «+ PLaza 8-1110-2-3 een ’ 
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New York City: Artists Supply, Beeko, 
Irving Berlin Art Materials, Arthur 
Brown & Bro., Cloder Corp., Concord 
Artists Materials, Crane-Gallo Art 
Supply, Sam Flax Artists Materials, 
A. |. Friedman, E. H. & A. C. Fried- 
richs, Grand Central Art Supply, 
Hamilton-Dwight, Lewis Artists Mate- 
rials, Richtone Art Materials, Erwin 

Riebe, Sanlu Art Supply, A. 
Seltzer Artists Materials, Jos. Torch 
Artist Materials, United Artists 
Materials. Brooklyn: Institute Artists 
Materials, S. Steinhauer & Sons. 
Long Island City: H. T. Herbert. 






















































BOURGES ADHESIVE COLOR SHEETS 


Akron: Metzger Photo Supply. Albany: 
W. L. Coughtry. Atlanta: Binder’s, 
Ivan Allen. Austin: Miller Blue Print. 
Baltimore: Car! E. Nyborg. Birming- 
ham: Spivy-johnson. Boston: H. R. 
Giger, B. L. Makepeace, George 
Smith Artists Materials: Buffalo: 
Buffalo Graphic Arts Supply. Char- 
lotte: Charlotte Textile Engravers. 
Chicago: Brudno Art Supply, Flax Co., 
Gordon Co., Nearnorth Guild, Shel- 
don’s. Cincinnati: G. C. Dom Supply, 
Pounsford Stationery. Cleveland: The 
Dodd Co., Ohio Art Materials. Colum- 
bus: Hills Co. Dallas: M. H. West. 
Dayton: Bert L. Daily. Denver: H. R. 
Meininger. Des Moines: Des Moines 
Stationery. Detroit: Lewis Artist Sup- 
ply, Screen Process Supply. Erie: 
Commercial Artists Supply. Fort 
Wayne: ABA Supply. Fort Worth: Lon 
Hellums. Grand Rapids: Douma & 
Son. Guttenberg (N. J.): William Ash. 
Hartford: Central Stationery. Holly- 
wood: Michael's Artist Supply. 
Houston: Southern Blue Print. Indi- 
anapolis: Bates Brothers. Kansas 
City (Mo.): Rex Clawson. Lincoln: 
Pat Ash. Los Angeles: California Art- 
ists Materials, H. G. Daniels, M. 
Flax, Franklyn Artists Materials. 
Louisville: Electric Blue Print & Sup- 
ply. Memphis: Memphis Blue Print & 
Supply. Miami: Associated Artists. 
Milwaukee: Artist & Display Supply. 
Minneapolis: Art Offset Service. 
Nashville: Nashville Stationery. 
Newark: Drafting Materials, Troy Art 
ply. New Haven: Art Shop. New 
rleans: Dixie Art Supplies. Oklahoma 
City: A & E Equipment Co., Triangle 
Biue Print & Supply. Omaha: Stand- 
ard Blue Print. Paterson: A. B. C. 
Equipment Sales. Peoria: Palette 'N 
Putter Shop. Philadelphia: Central 
Art Supply, Mercury Stat., Phila- 
delphia Art Supply, Jos. E. Podgor, 
Henry Taws, Zinni Artists Materials. 
Pittsburgh: A. & B. Smith. Pleasant- 
ville (N. J.): Harry Volk Art Studios. 
Portland (Ore.): J. K. Gill. Providence: 
Block Artists Materials. St. Louis: 
Al J. Bader. St. Petersburg: Pinella's 
Printing & Stationery. Salt Lake City: 
Salt Lake Blue Print & Supply. San 


a 

Pa Diego: San Diego Blue Print & Suppiy. 

** DEEPEN color.. San Francisco: Flax’s. Seattle: Low- 

’ : man & Hanford. South Bend: Schil- 
matching 3 tag's. Spokane: Shaw & Borden. 

: : pringfield (Mo.): Allied Paint & Wall- 

Liquid Colors paper Co. Syracuse: Syracuse Blue 

ad = Print. Toledo: Newell B. Newton. 
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Pencils Topeka: Capitol City Blue Print. 
; Tulsa: Triangle Blue Print & Supply, 
eral Supply. Wichita: Holliday’s. 
Canada: Montreal and Toronto: Mac- 
Winnipeg, Man.: J. G. Fraser Ltd. 
England: W. H. Howson, Ltd. 


OVERLAP sheets ; MATCHED TO STANDARD INKS __ S2nads: Montreat ang toronto: mac. 
hou res 


ists Supply. Washington, D. C.: Fed- 
— B. C.: Maxwell Artists Materials. 
ADHESIVE COLOR SHEETS . ADHESIVE COLOR SHEETS . ADHESIVE COLOR SHEETS . ADHESIVE COLOR SHEETS 


These ‘‘color-controlled'’ Bourges Sheets are 
ready to use—pre-coated with a special ad- 
hesive. Just peel_up from backing, and adhere 
right to your layout. Brilliant, transparent 
colors. Smoother than you can paint. Keyed 
to Bourges Overlay Sheets so you can easily 
duplicate the same effects in the finished art. 
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tax talk 


[AXWELL LIVSHIN, C.P.A. 
New merods of depreciation 


The new tax code provides for new 
methods of depreciation for new assets 
acquire’ after December 31, 1953. These 
provisi« 1s do not apply to second hand 
propertics. The new methods make it 
advantxzeous to buy equipment instead 
of renting it. 


The code provides 


“There shall be allowed as depreciation 
a reasonable allowance for the exhaus- 
tion, wear and tear (including a reason- 
able allowance for obsolescence)— (1) 
property used in the trade or business 
or (2) property held for the production 
of income... For the taxable years end- 
ing after December 31, 1953, the term 
reasonable allowance shall include an 
allowance computed in accordance with 
the regulations under any of the follow- 
ing methods: 

1. Straight-line. 

2. Declining balance, using a rate 
not exceeding twice the rate which 
would have been used had the allowance 
been computed under the straight line 
method. 

3. The sum-of-the-years digit method. 

The straight-line method spreads de- 
ductions uniformly over the uesful life 
of the property. 

° 


Declining balance method 


Provides for a high rate in the begin- 
ning and a declining depreciation rate 
on the remaining balance. This method 
affords accelerated depreciation in the 
earlier years and substantial relief, es- 
pecially to short-lived assets. It results 
in a charge-off of twice the existing 
straight-line rate in the first year follow- 
ing the acquisition of a new asset, and 
the recovery of approximately two- 
thirds of the cost in the first half of its 
estimated useful life. 

e 


Sum-of-the-year digit method 


The numerator of the fraction is the 
useful life figure and declines year by 
year. The denominator is the sum of all 
numbers from 1 to the life figure. For 
example: on a five year property, the 
denominator would be 14+2+3+4+5, or 
15. The deductions would be 5/15ths 
the first year, 4/15th the second year, 
3/i5ths the third year, 2/i5ths the 
fourth year and 1/15th the last year. 
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“BILL, DO YOU THINK MODELS 
ARE SHIFTING FROM 

HIGH FASHION TO ILLUSTRATION 
OR VICE VERSA?’ 
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EVANS offers the widest variety 


of color print strup-in techniques available! 


Here are some striking examples of how separate color originals The Evans Color Laboratory is able to offer you a wider choice ¢ 
were combined into a single-surface (not paste-up) carbro or dye strip-in combinations because it makes both dye transfer and carbr 
transfer print to obtain significant decreases in reproduction costs prints, from transparencies and separation negatives, and also full 
and improvement in reproduction quality. color-corrected reproductions of art copy. 





1 Two transparencies combined into single-surface dye transfer print through 3 Combination of transparency (background) and separation negatives (luggage 
purely photographic, non-mechanical techniques. Extremely complex elements This combination is possible only with carbro. 
with fine lines such as flower stems can be combined with such a tight fit Pare , 
of the elements that little or no retouching is necessary. 4 Combination of transparency and art work into a single dye transfer prin 
fer Ladies Home Journal cover. We utilize specialfy-designed equipment t 
2 Change in position of picture element in single original. Arm and drink make possible these strip-ins from art copy. All tones and colors, including 
moved. Carbro print offers greatest economy. Numerous changes can be made whites are accurately reproduced through the use of special masking 
| for price of a single print. techniques. 


In addition to the combinations illustrated above we can, of course, com- AND AN EVANS EXCLUSIVE... IMBI-CARBRO PRINTS 
bine two or more sets of separation negatives, separation negatives and art Evans Carbro prints are no longer just conventional carbro prints. They # 
work, or two or more pieces of art work, into a single color print. WRITE TO now Imbi-carbro* prints, with sensational retouching characteristics. A ff 
US GR CALL OUR REPRESENTATIVE FOR FURTHER INFORMATION ABOUT wash of dye is absorbed in direct proportion to the density of the imag 
EVANS COLOR PRINT STRIP-INS. Textures are strengthened and colors altered without noodling, and t 
photographic quality is actually enhanced in the retouched print. 


EVANS COLOR LABORATORY, INC., 41-37 24th St., Long Island City - Tel. STillwell 6-61! 
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business briefs 


Both the short and long range view of our 
economy indicates that business will be 
good. Here are three forecasts for 1955. 
The National Retail Dry Goods Asso- 
ciation heard Harvard economist Mal- 
colm P. McNair predict a 3% rise in 
department store volume for the Spring. 
Inventory decline has ended and inven- 
tory expansion is coming, he claims. 
Consumer spending will beat the $233 
billion recorded in 1954. 


Arno H. Johnson, JWT research director, sees 
a 10% increase in production and pur- 
chasing power over the next 18 months, 
a 33% higher standard of living by 1960. 
McCann-Erickson’s researchers specific- 
ally predict advertising dollar volume 
will beat 1954 mark of $8,250,000,000 
by from a quarter to a half million. 


Projecting population and marketing data to 
1965, Printer’s Ink foresees consumer 
demand of $357 billion with total na- 
tional demand of $535 billion. 


Coming back to 1955, here are some of the 
economic developments that will affect 
advertisers and those serving them. TV 
will take an even bigger share of the 
total ad budget than its 10.8% bite in 
1954, with an almost 30% rise forecast 
for TV broadcast revenue. Media battles 
are intensifying. Not only are magazines, 
papers, TV, radio, outdoor, direct mail 
etc. fighting for their share of the ad 
dollar, but intra-media warfare is grow- 
ing. Witness the Life-SEP struggle for 
leadership in Chicago and their respec- 
tive tie-ins with the Merchandise Mart 
and the Furniture Mart while NBC-TV 
tries to compete with both on its Home 
Show. 


Also in 1955, a bumper crop of new products, 
resulting from industrial research, are 
reaching the market and will be pro- 
moted. Just as 1955 will see more com- 
petition within the advertising business, 
it will see intensified competition among 
advertisers, driving many ad budgets up. 
Advertisers will want more results from 
their ads. 


All this means more dollars for advertising 
and the ad art profession, but not all 
the new business will boost billings of 
established companies. Prosperity en- 
courages young talent to strike for itself, 
draws more new talent in. The pie will 
be bigger than ever, but be cut in more 
pieces. 
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SOCIAL RESEARCH, INC. 


Why?.. 


With this introductory discussion, 
AD&SN is bringing to its readers a 
series of articles on motivation research 
and its meaning to ADs and artists. Pre- 
pared by Social Research Inc., the series 
will review the experience of adver- 
tisers in designing ads, packages, sales 
promotional material and applying the 
results of a motivation research study. 
This introductory article explains in 
general terms why and how motivation 
research can be important to the cre- 
ative men on the ad team. 

THE EDITORS 
We are all aware that communication 
takes place at more than the rational 
level—that in addition to the precise 
words or objects or situations we use in 
communicating, there are other mean- 
ings which move along as richly and 
forcefully as the “sensible” ideas we try 
to depict. The artist and creative per- 
son is more aware of this than others, 
and it is largely his responsibility to be 
conscious of the “emotional language,” 
to analyze and control what it says in 
advertising and impersonal communica- 
tions. On another level, it is the prob- 
lem of motivation research to ascertain 
and understand what goes on in the 
respondent’s mind — the listener’s, the 
watcher’s, the reader’s—and to make ex- 
plicit that emotional language of desire, 
excitement, resentment, discouragement, 
and hope. 

The knowledge gleaned through mo- 
tivation research can be neatly dove- 
tailed into the creative artist’s or art 
director’s tasks, since it so directly bears 
on the province of his talents and re- 
sponsibilities. It may define for him the 
arena within which he can speak most 
effectively; it may offer him new subject 
matter in emotions and meanings; it 
can provide him with a valid and rep- 
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— let us broaden your 
is the new, 
" big yuestion influencing 
advertising copy H O R | L O N 
layout themes 
and lay a new all-purpose type face by Bauer 
FOR HEADLINES 
HORIZON~— sharpness of design and clarity seldom seen 
in classic types—truly a type face of today and tomorrow. 
n, resentative notion of what is communi- 
- cated in - pemuere apes and pre- FOR TEXT 
sentations; it permits a proving ground 
re for his creative products. HORIZON — even color and legibility in small areas or 
ies In nearly every area it explores, mo- me 
meat complete pages—enhances the most lengthy compositions. 
er- tivation research demonstrates the pres- 
les ence of meanings, feelings, reactions, 
he and motives which either cannot or FOR DISPLAY 
ly. should not be openly and explicitly ex- ’ , 
in pressed. It demonstrates that the bases HORIZON— machined by skilled craftsmen so perfectly, 
on of behavior are more often complex enlarged displays retain the smooth, clear-cut quality of 
re- than simple—i.e., one may buy a candy the original. 
bar just because he was hungry, but 
RS more often he buys because he is hungry 
yn and he is tired and he feels he deserves Here is a versatile type of unmatched beauty and quality— 
al a reward for his tiring efforts and he is : specify HORIZON for your next composition. For com- 
se a bit lonely and he has long-lived affec- ai eet ; saan Niele 
in tionate notions of that particular candy : SOME GUTUREN, WHER Ch PT CEES oS 
n- bar and his present circumstances are 
id q ing 
magi pane or somehow frustrating BAUER Alphabets, Inc. 
) (e.g., waiting in a crowd for a train), 
T- etc. Among all these motives, some are 235 East 45th Street, New York 17, N. Y. * VA 6-1263-4 
S, stronger than others, some are more — 
se ; . ae ta d Set in HORIZON 
acceptable than others, some are more 
, appealing than others to an outsider, SAA ° 
in some bear more ability than others to 
a- motivate or convince an observer that 
b- he too wants a candy bar. In adver- 
in tising, it is the task of the creative artist 
le to define and then to communicate the 
1e most appropriate of these motives—to WHASSAMATTER 7? 
x sustain a highly rational appeal with ® 
e, others equally real but less explicit. In Don’t You Think It 
t, one brand, the long-lived affection may Can Be Done? 
ne “ty tnpes nel ae It sure can! You can reduce your i 
¥ sumers that it can be enhanced and di- 
i ee ee ; d coarse screen Engravers Proofs down 100 Screen 
e rectly utilized in stimulating purchases; od This 60 baby's hetd 
rt in another, a sense of familiarity may a Guess * to fine use. - een TeSys 
Ss be sought as a stepping-stone to the used for an engraving has been reduced 
p- creation of some future long-lived affec- to 100-screen and can now be used FOR OFFSET REPRODUCTION. 
e tion. The creative worker knows that Let us show you how. 
st the two are not the same; one does not 
t create familiarity by pretending estab- mabk-o- CALL MISS PLATT — CAnal 6-8440 
, lished affection. 157 Spring St., New York 12, N. Y. 
4 (continued on page 54) 
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FOR BRILLIANT INTENSE TONES 
DR. PH. MARTIN'S 
RADIANT CONCENTRATED COLORS 
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quotes 


Agreeable and efficient 


“Good design is a basic and inherent 
quality, the visual synthesis of a well 
built structure, agreeable and efficient in 
function ... Style, or fashion, is a visual 
or functional quality to which the con. 
sumer has been conditioned, a quality 
built on a system of vagaries whose bor. 
ders and concepts change with the 
changes in our physical and emotional 
world.” 








Industrial Desig Dave Chap. 
man, at the National Convention 
of the Institute of Appliance 
Manufacturers 


Views on Soviet design 


“The furniture industry is one of the 
most conservative in the Soviet Union, 
and in furniture stores one sees on sale 
the much-esteemed wardrobes of our 
grandfathers, sofas whose fringe is tip- 
ped with velvet balls, bourgeois beds 
with nickel knobs on top and stone-hard 
divans. 

It must be remarked that these peo- 
ple can sell their ugly and outmoded 
production for the simple reason that 
there is not enough furniture for sale. 

One can sometimes find attractive and 
practical furniture, but why is it that 
this beautiful furniture is imported from 
Czechoslovakia, Hungary, Bulgaria and 
the German Democratic Republic, and 
is not produced in our country, which is 
known for its forest wealth?... 

Wallpaper is now available in large 
quantities, yet it often does not corres: 
pond to even the most primitive concep- 
tion of beauty.... The standardization 
of models is one of the main shortcom- 
ings of the country’s socialized indus- 
try....uncritical copying of foreign 
models, which in the past has led to the 
creation of “formalistic, extreme things” 
such as furniture made of metal tubes. 

In capitalistic countries, fashion often 
changes, not because of natural changes 
in public taste or the real practical re- 
quirement of the consumer, but in the 
interest of entrepreneurs who try by 
every means to increase demand.” 

Nikolai Zhukov, Vice President of 
the Soviet Academy of Arts, in- 
dicting bad taste in his country 
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onal Techniques and styles come and go but the crisp, clean pen and 
ink line remains as one of the very basic methods of artistic expres- 
_ sion. Since the days of the earliest masters, the foremost artists of 
Sn: each era have left us treasured sketches and studies made with 
drawing ink . . . drawings that are as sharp and crisp and fresh today 
as they were when they were made centuries ago. The sketch by 
Gavarni shown here is a good example of a “loose” technique. 
the Gavarni, an Italian artist, was a contemporary of Daumier. 
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sale and HIGGINS is the ageless Drawing Ink . ne 
our 73 
- Today’s top artists insist on HIGGINS American —— 
and Drawing Ink because they know it never varies in 
“> quality .. . always flows freely from even the finest 
e0- — pen point or sable brush. 
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pn A complete course, with necessary working materials 
he and a protessional air brush furnished. 
“ You may learn at home or, do as many others do 
ws and learn on the job. 
€s You will get the professional know-how-— for photo 
e- montaging, superimposing, spotting, toning and many 
he other phases of pictorial and mechanical retouching. 
oy These methods rarely available in a school or studio. 
ot Instructions and work criticism by one of America’s top 
in You can draw with a knife. X-acto knives are im- apc he . +s . 
portant drawing tecls esed ln mony modia~cith swreen, Avail yourself of this efficient professional course 
montage, friskets, scratchboard, linoleum blocks, etc. and increase your earning power. 
And the X-acto knife is also constantly at work for 
"7 you in cutting, trimming and mat making, $$ |Fh arn rnnrrseennn ee eye ee ee es on 
The variety of blade shapes makes X-acto the “knife PROFESSIONAL ART INSTITUTE ; 
of many uses”...by changing blades in 2 seconds, SEND P. O. Box 567, Dept. AS-3, San Francisco 1, Calif. : 
you have a keen, factory-sharp knife. s 
FOR FREE ae : 
Send 25c for fully illustrated, 28-page X-acto Catalog. BROCHURE & Address : 
City, Zone, State . 
48-97 Van Dam Street, Long Island City 1, N. Y. ‘ hd PLAINES FAM ! 
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new flexichrome 


technique 


provides for transfer of image to dye transfer paper 


A new method of using a Flexichrome 
print to produce reproduction copy has 
been developed by Eastman Kodak 
Company. It involves the transfer of the 
Flexichrome image to Dye Transfer 
Paper and has its greatest appeal to 
operators who go in for a great deal of 
styling, as with some catalog artists. 
Those who are familiar with color ton- 
ing techniques find the gelatin surface 
of the transferred image advantageous. 
The gelatin also gives a brilliant image 
that some artists and art directors 
prefer. 

Here is how the new technique works. 

Take one dry, unlacquered Flexi- 
chrome print, add a sheet of extremely 
wet dye transfer paper, roll the two into 
contact with a dye transfer blanket and 
a professional print roller, and the re- 
sult should be a brilliant, laterally re- 
versed replica. 

This technique creates a_ certain 
amount of flexibility that can prove 
quite helpful in a number of special- 
ized situations. It allows an artist to 
color only certain areas of a print, trans- 
fer it, and then perform alterations or 
retouching on the uncolored sections. 
It also works out well in creating highly 
styled original art for catalogs, and is 
more versatile than color toning. Among 
other applications are the preparation 
of monochrome-toned images in differ- 
ent colors and the production of com- 
posite prints. 


The step-by-step procedure is this: 


1. Make the Flexichrome print in a 
laterally reversed position so it will read 
correctly when transferred. 

2. Color the print to completion or 
to the extent of completion desired. 
Don’t hesitate to leave colors on the 
surface without rinsing so long as they 
have been blotted or rubbed into it. 
This is often desirable with yellow 
since surface coloring is sometimes 
necessary to gain sufficient strength. 
There isn’t any need to fear smudging 
or bleeding of the surface colors pro- 
vided that they are not piled up too 
heavily. Only Flexichrome should be 
employed; other colors may not trans- 


fer. Most water-color pencils will trans- 
fer satisfactorily and may be used. 

3. Dry clean the finished Flexichrome 
print by rubbing it lightly with a facial 
tissue containing Flexichrome Print 
Lacquer Thinner. This removes any 
dirt, lint, or other foreign matter that 
could interfere with the transfer of the 
dyes. During the few moments before 
the thinner dries, the print will take on 
a high-gloss brilliance closely resembling 
the appearance it will have when trans- 
ferred to the glossy surfaced paper. 
Check the colors carefully at this time 
for correctness of hue and accuracy of 
detail. Final corrections can be made, 
if needed. When properly executed, 
there should be no difference between 
the color of the wet print and its trans- 
ferred image. 

4. Crop the print to the border of the 
Flexichrome surface layer. If this is not 
done carefully, the gel backing paper 
may adhere to the dye transfer paper 
when they are brought into contact dur- 
ing the transfer operation. 

5. Tape the Flexichrome print along 
its leading edge onto the table. 

6. Prepare the dye transfer paper by 
soaking it for go minutes in water at 
room temperature or for 10 minutes in 
water at 100 F. Then, keeping it as wet 
as possible, position it on the dye trans- 
fer blanket. 

7- Roll the wet paper into contact 
with the dry print in one smooth, rapid 
stroke of the print roller. Roll only 
once, not back and forth. This shouldn’t 
be attempted with inadequate equip- 
ment. Do not let the print and paper 
come into contact ahead of the roller; 
roll them into contact. 

8. Leave the sandwich alone for 5 or 
10 minutes while the dye image trans- 
fers fully. Then peel the matrix and 
the print apart quickly. 

g. The Flexichrome matrix can be 
used again: Flexichrome Modeling 
Agent can be applied to the print with 
a brush; then the print can be blotted 
and rinsed to restore its black-and-white 
image; and the matrix is then ready to 
be recolored. 


(continued on page 55) 
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Flexichrome insurance 
to guarantee a perfect 
Flexichrome every time! 
If you are not satisfied 


there is NO CHARGE! 


We are color consultants and artists who can 


solve color problems with Flexichrome that LANE-BENDER, Inc. 


cannot be rectified by other methods. We 


retouch Dye Transfers and Carbros, and we 50 West bK ize, eg | 5-4170 


will correct progressive proofs on all our jobs. 








How to help 
a young artist get ahead 


illustration board 


is the secret formula for . . . 





The next time a “young hopeful” 
asks your advice about 

a job or a raise... 

tell him to mail this coupon. 





Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. Jt will help him 
get ahead faster. 
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QuaLity | Norman Rockwell FAMOUS ARTISTS SCHOOLS | 
4 Jon Whitcomb i m 
CARDBOARD, Steven Dohenes Studio 41-MA, Westport, Conn. 
| Harold Von Schmidt Send me, without obligation, informativuu avuur 
F ay: — the courses you offer. | 
red Ludekens 
| Al Parker a . | 
rs Age 
CHICAGO | .. el Miss (PLEASE PRINT) | 
CARDBOARD CO. | Austin Briggs Address | 
| Dong Kingman 
1240 N. Homan Ave Albert Dorne City Zone State | 
Chicago, Hlinois fm cm we we ee we we we oe ee 
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Commercial art a compromise... 


You ask the question, “What is the 
difference between fine art and com- 
mercial art?” The committee for exhibi- 
tors at the Guild of New York Artists 
would like to know the answer as well! 

Ihe proper way to answer such ques- 
tions, and that applies to any subject... 
is to go to authorities in the field. To 
begin with, one has to define art. Under- 
standing the esthetics of any art may 
prove the difference between the good 
or the bad, the right from the wrong... 
Ihe fact that a majority feel that certain 
patterns of art are correct does not al- 
ways prove them to be right...Com- 
mercial art must therefore be a com- 
promise in esthetics in favor of fashion, 
fads, tastes for practical consumption... 


John Shayn, 
New York City 





Ooo-la-la 


Artist Lou Myers writes us from Paris, 
“They've just installed a new turnstile 
for “sortie” (exit) that has arms of blue, 
green and yellow that mesh around like 
spaghetti Men’s beards are a big 
thing here, worn by many from stylish 
dandies to shaggy dog types...the women 
are just as fashionable (not bearded) but 
very color and style conscious . . . there is 
a residue of the sharply goateed men who 
dress in black homburgs, black topcoats 
with no shirt or underwear... adver- 
tising here is great, principally in the 
poster art where the great French tradi- 
tions in painting manage to apply effec- 
tively, mainly. Savignac, Colin and sev- 
eral others whose work splashes the street 
with the liveliest colors... often one ad- 
vertiser will plaster a whole subway sta- 
tion with posters on one product.” 

Lou Myers 

















GENERAL COMPOSITION 


TYPOGRAPHERS 


Intertype / Ludlow / Foundry Type / Makeup 
Lockup / Reproduction Proofs / Materials 


in BOSTON ... 51 metcuer sr. 





Liberty 2-9170 
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192 separate pages. Sturdily boxed. 
Categorized. Printed one side 
to see reversed. Morgue 
can grow 16 pages (75 to 
100 photos) monthly. all 
available as glossy prints or 
Mats. Perfect for Ad Makers, 
Editors, || lustrating Artists. 
Write for FREE Proofbook No. 3A 


POSTPAID EYE-CATCHERS 


207 East 37th St., New York 16, N. Y. 





Dye Transfer 
Carbros 


RETOUCHING 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y. 


CH 4-8864 











Praise from Caesar 


“Let me tell you how much I like the 
magazine. I remember when you first be- 
gan to publish it you were looking for- 
ward to the time when you could have 
good covers and page layouts. 

“Now you have a first-rate professional 
job. I hope it is giving you pleasure and 
profit.” 


Egbert Jacobson, 
Director, 
Department of Design 


Lots of weight 


Thanks for the swell coverage, the nice 
layouts, etc... (on the Camerage story, 
October AD&SN). As a result we got in- 
vited to the Art Director’s Club luncheon 
to give them a showing. It was very well 
received . . . and we've gotten three re- 
quests for jobs to be done since the ar- 
ticle appeared. As I suppose you know, 
your publication swings lots of weight! 
Sam Willig, one of the three-man 
Camerage team and AD at Alfred 
Auerbach Associates 





R.LP. 


Thanks to the occasionally slow P.O. we 
at ADSN sometimes find out how much 
our readers enjoy their monthly get to- 
gether with us. When James A. Bottoms, 
AD at Robert Palmer Corp., Santa Bar- 
bara, didn’t get his January issue on time 
he sent us the following letter. 

Copy on the letter reads, “I can’t go 
on—without my January Art Director & 
Studio News. Please rush this issue to 
me.” And the tombstone in Mr. Bottom’s 
art reads, “Can’t R.IL.P.—No ADSN.” 

Thanks, Mr. Bottoms. We're glad to 
know that ADSN means RIP (Really 
Important Publication) too. 

The Staff 





Change of Address. Please send an address 
stencil impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Director & Studio News, Circulation 
office, 43 E. 49th St., NYC 17. 
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No more costly color proofs, plate corrections, ink experiments! 


O Now, COLORON, a permanent, easy-to-use tool, gives you complete control and accurate 

O \ analysis of single and multiple color printing. COLORON predetermines the results from 

- = \ the combination of any number of colors and/or their tints. COLORON shows how these 
.'s © \ colors and combinations will look on colored stock, what overprinting inks or tints are 


Zn necessary to match a given color, how the various possibilities of type (surprint, dropout, 
O tinted, colored, black) will appear on the printed surface. COLORON also indicates the 
9S proportions of inks to be mixed for use. COLORON saves money and time for anyone 
‘ concerned with the graphic arts. 

eo... |” COLORON set C-1 contains 11 color sheets ne 1 type specimen sheet in a permanent, 
‘ y } yA waterproof portfolio rd Pe: lili I ee $9.50 per set 






PATENT PENDING 


Order today or write for complete descriptive 4 color folder to: cilities ia 
_ . Delta Brush Mfg. Corp. 
A. |. Friedman Inc. Arthur Brown & Bro., Inc. 


ag ’ P 20 East 49 St., N.Y. 17, N. Y. Or 2 West 46 St., N.Y. 36, N.Y. 








act 


Every month, ; Studio News sells more art and photography than any salesman. 








why? Because AD&SN visits with over 6000 buyers 
of art and photography every month. (Total circulation, 7300) 
It gets results. 


New York: Morton Bryer PL9-7722 43 E. 49th St., N.Y. 17 
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ROBERT MICHAEL MOORE, illustrator. 
To his work he brings an engineer’s attention 
to detail and the creative talent of an 
unusually gifted artist. The subjects of his 
arresting line and.scratchboard drawings 
range throughout the industrial and 
engineering world and include the field of 
home appliances, in which his work is 
extremely popular. His broad experience 
includes studio work of the highest 

order in both Chicago and London. One 

of America’s top illustrators, Mike Moore 

is associated with KLING STUDIOS 

in CHICAGO —another outstanding 


artist on our staff. 





KLING STUDIOS INC. 


CHICAGO « HOLLYWOOD 





*CHICAGO, ILL. 601 N. Fairbanks Court 
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New Detroit leaders Recent election 


installed the 
following new officers in the Detroit Art 
Directors Club: (standing) Leonard 
Anderson of J. Walter Thompson, sec- 
retary; Fred Peck, Grant Advertising, 
treasurer; Harley Melzian, board mem- 
ber; (seated) Thad Brykalski, board 
member; William Connelly, Campbell- 
Ewald, vice president; Robert Hunger- 
ford, Campbell-Ewald, president; Rob- 
ert Andrus, Kenyon & Eckhardt, vice 
president; Dale Brubaker and Bruce 
Unwin, board members. 
These officers will serve only until 
June 1955, as the club’s by-laws have 
been revised so that annual elections 


will take place at midyear. 

A further revision in the by-laws re- 
ques that no more than one person 
from an agency may serve on the board 
of directors. 








NSAD nominating committee named 


Committee for nominating new officers 
of the National Society of Art Directors 
has been selected. Charles Gerhart of 
Cincinnati is chairman. Other members 
of the committee are Colin McMichael 
of Montreal. Philadelphia’s Ira Low, 
‘Thomas H. Collard of San Francisco, 
Clark L. Robinson of Cleveland and 
Harald Torgeson, Atlanta. 


Washington art, photography 
show opens next month 


Annual Commercial Art and Photogra- 
phy Show, sponsored by the Art Di. 
rectors Club and the Advertising Club, 
Washington, D. C., will open April 12. 
Show will be in the main lobby of the 
Woodner Hotel. Preview of the exhibit 
is April 11. 


4 
Boston plans show Plans are under- 
way for the An- 


nual Exhibition and Editorial Art of 
the Art Directors Club of Boston. It 
will be held May 2-14 at the Boston 
Public Library. 

Committee chairmen are William 
Cushman, scholarship committee; 
George Campbell, exhibition; Leo 


Waldman, publications; Mary Corcoran, 
recorder; Stephen O'Leary, jury of 
awards selection; Thomas S. Baker, 
general chairman; Joseph Tully, awards 
dinner; Jacques Dunlany, club presi- 
dent; and Thomas J. Manning, exhibits 
director, Boston Public Library. 





Chicago exhibits poster art 


2grd National Competition and Exhibit 
of Outdoor Advertising Art is on in 
Chicago. Sponsored by the Art Directors 
Club, it shows the best in 24-sheet 
posters and painted bulletins done dur- 
ing 1954- 

Grand prizes of gold, silver and an- 
tique bronze medals will be awarded 
for the best in the show and certificates 
of merit will be awarded the remainder 
of designs included in the 100 Best. 
Presentations will be made at _ the 
Awards Luncheon March 17 at the 
Sheraton Hotel, Chicago. 

Judges of the show were: Charles 
Faldi, Benton & Bowles; W. E. Der- 
mody, Gulf Oil Corp.; Emerson Foote, 
McCann-Erickson; Hale Talbot, Pure 
Oil Co.; Fred S. Sergenian, Young & 
Rubicam; Arthur T. Blomquist, J. Wal- 
ter Thompson; Morris Hite, ‘Tracey- 
Locke Co.; David W. Lockwood, Foote, 
Cone & Belding; R. W. Moorhead, Jr., 
Brown-Forman Distillers Corp.; Ernest 
B. Hueter, Interstate Bakeries Corp.; 
Wrigley Ofheld, Wm. Wrigley Jr. Co.; 
and William Habich, Standard Oil Inc. 
in Ky. 


San Francisco plans 7th show 


A new feature of the San Francisco 7th 
Exhibition of Advertising Art will be 
the screening of preliminary entries by 
the Los Angeles Art Directors Club. The 
show is planned for May 10-27 at the 
Society of Artists and Art Directors. 
Awards Dinner will be May 6. 

Members of the exhibition committee 
are: Max Silten, general chairman; Fred 
Herschleb, chairman; Nick 
Podich, secretary; Roy Smith, finance; 
Dick Danner, publicity; Dan Bonfigli, 
special events; Tom Yamada, printing; 
Ruth Robbins, promotion design; Ar- 
nold Fujita and Doug Kenedy, design 
of exhibition; Nick Pendleton, hanging; 
Wayne Mayfield, entries; Cy Snyder, 
juries. 


asisstant 


Rochester to hold first show 


Art Directors Club of Rochester has big 
plans for its first Exhibition of Adver- 
tising and Editorial Art & Design. Don 
Lewis of Eastman Kodak Co., chairman 
of the exhibition committee, announces 
that the show will be held at the Roch- 
ester Memorial Art Gallery during the 
month of April. 

Wallace W. Elton, president of the 
National Society of Art Directors, will 
be guest speaker at the cocktail party 
and preview on April 1. 


22 





Seattle's new officers Recently elected 
leaders of the 


Seattle Art Directors Club are shown 
discussing plans for the coming year. 
They are: Jim Pack, AD of Miller, Mac- 
kay, Hoech and Hartung, vice president; 
Bill Nellor, free lance AD, secretary; Bill 
Werbach, AD of Studio Art, president; 
Clarence Miller, AD of West-Marquis, 
treasurer; and member of the board Bob 
Woodcock, AD of Frederick Baker 


Agency. 








Sherman wields gavel James G. Sher- 
in Chicago man, executive 
; art director at 
McCann-Erickson, has been elected 
president of the Art Directors Club of 
Chicago. Burton Cherry, Burton Cherry 
& Assoc., and John W. Amon of Need- 
ham, Louis & Brorby were named first 
and second vice presidents. Len Ruben- 
stein, Clinton E. Frank Inc., is secretary 
and Raymond F. Dolan of Roche, Wil- 
liams & Cleary, was elected treasurer. 


chapter clips 


Atlanta: Noel Martin, assistant director 
of the Cincinnati Art Museum, spoke 
at the club during printing week. An- 
other highlight of printing week was 
the joint dinner meeting with the Art 
Directors Club, Atlanta Advertisers 
Club, Club of Printing House Crafts- 
men and the Printing Industry of 
Atlanta. 


Los Angeles: New members of the club 
are Allan Stevens, North American Avi- 
ation, and Bob Dalton, AD at Albin 
Toys. Bruce Bomberger, illustrator of 
Motoramic Chevrolet, and his work 
were featured at the January meeting. 


Industrial design review 


Industrial Design magazine’s First An- 
nual Design review, issue no. 6 of the 
magazine, shows how the American 
taste level has risen with the develop- 
ment of new consumer appeals. It ex- 
hibits 200 outstanding designs of every- 
thing from tools to cosmetic packaging. 

Along with this review appears a 
special good-design selection by Ray- 
mond Loewy, Paul Rand, Saul Stein- 
berg, Milton Immerman and_ Eliot 
Noyes. Each man went shopping with 
a five dollar bill and bought that 
amount of items which illustrated good 
design. Such commonplace things as a 
ball of twine, a dentist’s mirror, a cock- 
tail strainer, a pair of seamless hose and 
a baseball bat were selected by the men 
for showing in their section of the De- 
sign Review. 

The Review shows how industry and 
designers are using new materials and 
new manufacturing methods to make 
products more attractive and useful at 
moderate prices. 


New camera said to aid artists 


Retina IIIc is a new Eastman Kodak 
camera which produces color slides or 
black-and-white snapshots. It features a 
built-in exposure meter, quick adapta- 
bility to long-focus and _ wide-angle 
lenses. The diaphragm and _ shutter 
speed controls are coupled so that 
change in one is automatically compen- 
sated for by change in the other. This 
makes for speed in taking rapid se- 
quences of shots. The shutter has speeds 
from 1 to 1/500 second plus bulb for 
long exposures. It is synchronized for 
all types of flash bulbs and electronic 
flash. Sale price is $185, including 50mm 
Ketina-Xenon C Lens, f/2. 








Mu: 
25-1 
Mus 
Ann 
pl tl 
Ann 
coiit 
seun 
revi 
expt 

Ce 
by | 

r 
whic 
the 
mon 
AD& 


New 
bein 
A ne 
will 
Publ 
Inc., 
Co., 
a ne 
dual 
ding 
plan 

H: 
She 
to h 
is m 
and 
pur} 
spot 
be s 

Pr 
Binf 
at 4 
of t 
staff 


Art Dir 














M:seum Bulletin describes 
25-year history 


Museum of Modern Art’s Twenty-Fifth 
Anniversary Bulletin contains the com- 
plete texts of speeches delivered at the 
Anniversary ceremonies last fall. It also 
coiitains a pictorial history of the Mu- 
seum from 1929 to 1954 and a five year 
review of the operating income and 
expenses. 

Cover for the bulletin was designed 
by Leo Lionni. 

The schedule of special exhibitions, 
which have been arranged to celebrate 
the museum’s aniversary, is given 
monthly in the Exhibition section of 
AD&SN’s Trade Talk columns. 
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New bridal magazine 
being planned 


A new quarterly magazine, Bride-To-Be, 
will appear on newsstands by mid-year. 
Published by Bride-To-Be Magazine 
Inc., a subsidiary of Curtis Publishing 
Co., it will be a quality magazine with 
a new approach in the bridal field. Its 
dual purpose is to serve as both a wed- 
ding plan book and a guide to home 
planning. 

Harriet Beckman is the art director. 
She states that plans are incomplete as 
to how much art will be bought. What 
is mostly wanted is photography—color 
and black and white — for illustration 
purposes. Some fine art and humorous 
spots will also be used. Covers will not 
be solicited. 

Publisher is Walter N. May. Majorie 
Binford Woods is editor. Offices will be 
at 460 Park Avenue upon completion 
of the new building. At present the 
staff occupies a suite at Hotel Roosevelt. 





5-page Christmas shopping guide 


In ROW VIC 


Wide angle photography 
used in gatefold spread 





This-is part of five page gatefold spread in Novem- 
ber 27 Saturday Evening Post. Three of the pages 


were in full color. The photo of the sleds and tv 
sets was done with wide angle one-shot. The radios on the Christmas tree were 
shot separately and stripped in. Photography was done by Bill Symons of Photogra- 
phy Place, New York. Budd Hemmick, Kenyon & Eckhardt, was art director. 





Photographers dream come true 


Joe Rosenthal’s original photograph 
depicting the raising of the American 
flag on Iwo Jima has been transformed 
into a bronze sculpture. The famous 
photograph, for which Rosenthal won 
a Pulitzer Prize, was used by sculptor 
Felix W. deWeldon in creating the 75- 
foot 100-ton statue for the Marine Corps 
memorial in Arlington, Va. 

Mr. Rosenthal is now on the San 
Francisco Chronicle. 


International photography 
at Museum of Modern Art 
The everyday story of man—his aspira- 
tions and loves, cruelty, loneliness and 


greatness and his kinship with men 
wherever they live and whatever lan- 
guage they speak—is told by 500 photo- 
graphs from 69 countries arranged in an 
exhibition at the Museum of Modern 
Art, New York. 

Edward Steichen, director of the Mu- 
seum’s Department of Photography, 
conceived and directed the exhibition, 
which was selected from about two mil- 
lion photographs obtained from all over 
the world. Carl Sandburg has written 
an introduction, which is distributed to 
visitors. Paul Rudolph, architect, de- 
signed the installation. The exhibit, 
which is part of the Museum’s 25th 
Anniversary celebration, may be 
until May 8. 


seen 
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Milton Zolo- 
tow was se- 
lected from 
several artists interviewed to design the 
Douglas Aircraft travel ads, which are 
handled through J.W.T. in Los Ange- 
les. AD Oren A. Smith felt there was a 
need for something unusual for this 
world-wide campaign. Zolotow produced 
these strong designs, which are based 
on authentic pieces of art symbolic of 
the country or area, and developed them 
into a sun theme. The native art in the 
sun shape was supplemented by a small 
geographical symbol in the lower right 
corner. 


Strong symbols 
for conservative client 
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Arty industrial Zallea Brothers new 


ads pay off industrial ads for ex:- 
pansion joints has 


achieved gratifying noted and read-most 
ratings on Starch studies. In the client’s 
own survey to subscribers of three trade 
journals, a 33°, return indicated defi 
nite favorable attitudes. Characteristics 
that make these ads stand out in trade 
journals are the design simplicity, im- 
plied quality, product as part of the 
abstract design (which is in second 
color), concise copy and no headlines. 


AD is Lester Bushman of Harris D. 


McKinney (Phila.) Mel Richman Stu- 


dios does the art. 
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Graphic arts groups join 
in protesting paper price hikes 

In a joint move to forestall further price 
increases in printing papers, the Litho- 
graphers National Association, National 
Association of Photo-Lithographers and 
Printing Industry of America appealed 
directly to leading paper mills across 
the country. 

Despite a continuing high volume of 
paper consumption reflecting sustained 
sales volume, printers and lithographers 
have not maintained a sound profit 
margin. Efforts of the printing industry 
to price on a sound basis would be 
undermined by further paper price in- 
creases, the group said. Other printing 
groups have been urged to express their 
opposition. 


Hong Kong photographer wins 
in Kodak International Salon 


Top monochrome award of the goth 
Kodak International Salon of Photogra- 
phy has been won by Tom Chan of 
Kodak Ltd., Hong Kong. He has re- 
ceived the George Eastman Memorial 
Medal for his photograph of Chinese 
fishing boats. Chan also won two addi- 
tional major awards as well as two Silver 
and one Bronze Medal. 

Top color award went to R. V. Lazen- 
by of Eastman Kodak Stores Inc., 
Chicago. 

The salon 1s open to employees of 
Eastman Kodak Company throughout 
the world. 


Rochester Salon now exhibiting 


igth Rochester International Salon of 
Photograph is now on view at the Mem- 
orial Art Gallery, Rochester, New York. 
Thousands of entries have come from 
all parts of the world. The exhibition 
will be open until March 27. 
20’ by 4’ viewer added at 
David Dean labs 
A transparency viewer twenty feet by 
four feet has been installed at David 
Dean Color Labs, 420 Lexington 
Avenuc, New York. 

One of their projects which requires 
a large illuminator is the “Banklorama” 
done for the Bank for Savings. This is 
a iy’ x 18° color transparency in a 
window of the bank. It was made from 
an 8 x 10 Ektachfome on four 40” strips 
of film which were butted together and 
hekl in place by tape. The large trans- 
parency was backed with a milk-white 
diffusion plastic sheet which provides 
even illumination from lights behind it. 
These photographs are changed several 
times a year. 























John Kiely named v.p. John Kiely, 

senior art di- 
rector of Brooke, Smith, French & Dor- 
rance, Inc., New York, has been elected 
vice president. 

Prior to joining BSF&D in 1952, Mr. 
Kiely was art director at Benton & 
Bowles, where he was employed for 
twelve years. 

Currently he is in charge of all art 
and production for Rayonier Inc., York 
Corp., Airkem Inc., and two divisions 
of General Electric. 





f 


Promoted to VP Danie! C. Loizeaux, 

head art director at 
Hilton & Riggio since 1953, has been 
named a vice president of the agency. 
Previously he had been with Berming- 
ham, Castleman & Pierce and Batten, 
Barton, Durstine & Osborn. 

Mr. Loizeaux is art director on 
Coca-Cola Bottling of N. Y., 6 O'clock 
Foods, Colonial Airlines, Red L Frozen 
Foods and Tribuno Vermouth. 
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Ar supplier sponsors contest 


A. |. Friedman, New York art supply 
store, is sponsoring the second of their 
“F '|-In Fun” contests. They supply a par- 
tia. drawing with a provocative caption 
an! the participant is to finish the draw- 
iny according to their own imagination. 
Git certificates are given as prizes: first 
prize, $50; second prize, $25; five prizes of 
$10 each. 

udges of the contest are Peter Donald, 
Stan Fraydas and Syd Hoff. Deadline for 
entries is March 31. Anyone may enter, 
as many times as they wish. A. I. Fried- 
man is at 20 E. 49 St., New York City. 


Art scholarship competition 
opens at California College 


‘Twenty-one two hundred dollar schol- 
arships will be awarded to high school 
seniors and junior college students and 
six to graduate students by the Cali- 
fornia College of Arts and Crafts, Oak- 
land, Calif. The scholarships are ap- 
plied toward tuition charges for the 
first year of attendance. Closing date 
for submitting work is May 16. Six 
examples of original work must include 
two drawings, one painting (any me- 
dium) and three other samples. 

For further information write the 
College at Broadway & College Avenue, 


Oakland, Calif. 


Robert Blend promoted 
as Weintraub changes hands 


Among the personnel shifts at William 
H. Weintraub & Co. is the promotion 
of Robert Blend from art director to 
agency executive art director. 


This was announced along with the 
change in agency control, which went 
to Elkin Kaufman, Norman B. Norman, 
Eugene Kummel and B. David Kaplan. 
William H. Weintraub Sr., formerly 
president, is now chairman of the board 
and no longer holds the controlling 
interest. His son, formerly executive 
director of radio and tv production, has 
resigned. Other personnel shifts find 25 
new people added and 15 eliminated 
from the agency. 


Weintraub’s chief account, Revlon, 
remains. 


Paul Rand is not an employee of the 
agency but for the past five years: has 
served as consulting art director under 
« contract which continues for three 
more years. 
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The drawing in clean 
simple lines is an ex- 
ample of Jean Patou’s advertising last 
year. The style has changed to the looser 
drawing which includes the bottle, but 
shows it as a prized possession. Murray 
Kahn of Al Paul Lefton Co. is art di- 
rector for the U. S. advertising. Art is 
done in Paris through the parent 
company. 


Style changes 





JEAN PATOU 








Coloron is a 
set of 11 per- 
manent, transparent sheets printed with 
a serics of panels graduated from 10% 
tint to a solid panel of the color used. 
Each sheet shows the various uses of 
type in the particular color and for each 
tint: surprint, dropout, tinted on solid 
ink, tinted on stock. The sheets are 


Tool for color control 


printed in the four process colors—black, 
process red, process yellow, process blue 
—and seven basic colors—basic red, yel- 
low, blue, green, orange, purple and 
brown. All tints are 110 line screen. 


Also included is a transparent sheet 
printed in black with a series of type 
specimens of various sizes and _ styles, 
which shows how black type surprints 
over the 
Coloron also indicates the proportions 
of inks to be mixed for use. By com- 
bining more than one color, the results 
to be expected in prints can be pre- 
determined. To visualize how the colors 


various colors and _ tones. 


will appear when printed on different 
paper stocks, the Coloron sheets can be 
placed on a sample of the stock to be used. 


Coloron, created by Arthur Eckstein, 
free lance designer, and Bernard Stone, 
AD at Artley Adv., for Delta Brush Mfg. 
Corp., is available for $9.50 at art sup- 
ply stores. It will be possible to add 
additional colors to the set by purchas- 
ing supplementary sheets. 
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” CBS-Columbia 
» A Division of the Columbia 
oo Broadcasting System 


Illustration in the 
post - Christmas 
CBS-Columbia TV ads was a_photo- 
graphic still life composed, not of the 
product, but of the evidence of it’s hav- 
ing been received as a Christmas gift. 
Product identification is given clearly 
on the empty carton. Design and typog- 
raphy of the ad are striking. AD was 
Herb Lubalin of Ted Bates & Co. Lester 
Bookbinder was photographer. Ad ap- 
peared in trade papers. 


Familiar still-life 





Ira Low 
has been 
promoted from art director to art and 
advertising director of Lit Brothers and 
affiliates, Philadelphia department store. 
Mr. Low is president of the Philadelphia 
Art Directors Club. 


Low advances at Lit Bros. 


San Francisco artists elect 


New officers of the San Francisco Society 
of Artists are: Vance Locke, president; 
Darrell Crisp, first vice president; Loren 
Smith, second vice president; Roy Smith, 
treasurer; Betty Johnson, secretary; 
John Giuliani, controller. 


Television vision 
by William Duffy 


If you read the article on “The Vision in 
Television” in February ADSN you may 
have wondered who wrote it. Author was 
McCann-Erickson’s William Duffy, an 
advocate of the unitized team-method 
for creating and producing TV commer- 
cials. 


STA exhibit opens 


28th Annual Design in Chicago Printing 
Exhibition, sponsored by the Society 
of Typographic Arts, will open in Gal- 
lery 11 of the Art Institute of Chicago 
March 26. 

Certificates of Merit will be given all 
accepted pieces. No awards will be pre- 
sented. Jury is composed of Suzette 
Zurcher, designer of publications, The 
Art Institute of Chicago; Will Burtin, 
designer; Taylor Poore, art director, 
rempo Inc. 


American Heritage 
views primitive art 


One of the articles in the February issue 
of American Heritage is “The Cult of 
the Primitives” by James Thomas Flex- 
ner. Mr. Flexner, an eminent art his- 
torian discusses the current interest in 
primitive American paintings, showing 
six in full color and seven in black-and- 
white. 

Also included in the issue is “A Nose- 
gay of Valentines” showing old-fashion 
valentines in full color. 


Schaedler announces lettering class 


Emil Schaedler has set up a Tuesday 
evening lettering class at Walle Studios, 
134 E. 44 St., New York. The class meets 
6:45 to 10:15 p.m. For further informa- 
tion phone Hollis 4-33go0. 


Pitt Studios expands 


Cleveland offices of Pitt Studios has been 
expanded to new and larger quarters 
on the 12th floor of the Keith Building 
with modern equipment and functional 
layout. Carl W. Behl is manager of the 
Cleveland office. The studio is a branch 
of Pitt Studios in Pittsburgh, president 
of which is William McQuillan. 





Named executive George B. Croll 


AD and VP has been promot- 
ed to executive art 


director and vice president of Erwin, 
Wasey & Company, New York. Before 
joining the agency eight years ago, Mr. 
Croll was with J. W. Thompson and 
Sherman K. Ellis & Co. He is a member 
of the New York Art Directors Club, 
National Society of Art Directors and 
the Society of Illustrators. 





Morris 
Rosen- 
blum has been advanced to the new 
position of creative advertising manager 
at Macy’s New York. He will have 
charge of all art and copy functions of 
the advertising department. Mr. Rosen- 
blum has been art director of Macy’s 
SINCE 1950. 


New creative ad manager 
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: elelifeas (i bulletin 


re-ent developments include a new typeface, 


new thin-base film, improved register for 


electros, and Brightype 


Thin-base autopositive film: With the 
new thin base Kodak Autopositive Film 
it is possible to produce a negative from 
a negative, or positive from positive 
with a single exposure and develop- 
ment. Contrast is slightly higher than 
regular base Autopositive Film. 

In engraving, it is claimed, the film 
gives sharp clean dots for four-color 
work as well as providing lateral re- 
versal by contact printing from direct 
separations made with fast emulsions. 
Lateral reversal is accomplished without 
stripping, use of prism or straight line 
reverser. 


New legibility type: Majestic is the 
newest in the Legibility Group of Lino- 
type newspaper faces. It is the first body 
type specifically designed for automatic 
composition from tape for the new 
standard 1114 pica column. It is cut 
only in 8 pt. and combines well with 
other Legibility faces. 

Improved electro quality: A new 
method of casting electrotypes promises 
to improve electro quality and at the 
same time speed plate production. 
Known as the Bishop Automatic Elec- 
trotype Continuous Immersion Caster, 
equipment developed by the Bishop- 
Stansell Co. offers the following advan- 
tages to buyers and producers of electro- 
types: speedier production; precision di- 
mensional control; improved color reg- 
ister; superior bonding of shell to back- 
ing metal; elimination of rough shaving 
and of air, gases and other impurities; 
more accurate control of plate thickness 
and greater ability to withstand centri- 
fugal force and impression strains dur- 
ing printing. 


New electronic scanner: The Acme 
Color Separator converts the primary 
colors of colored copy into four elec- 
trical circuits. Color correction is accom- 
plished by altering the current in the 
circuits. At the output end of the ma- 
chine the adjusted current is converted 
to light, exposes film in a manner simi- 
lar to that employed by the Time 
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Springdale Color Scanner. The Acme 
machine produces color separation con- 
tinuous tone positives. In a test run it 
produced g 4-color sets in 714 hours. 
Acme Teletronix Division of NEA Serv- 
ice aims to have 15 units ready for 
delivery by mid-1955. 


Brightype: Photographic proofs of con- 
ventional type forms are made in a 
process being developed by the Ludlow 
Typograph Co. Not yet commercial, the 
process has aroused trade interest be- 
cause it promises to provide good qual- 
ity proofs easily and uses materials and 
methods with which compositors are 
familiar. 

A form, made-up and locked-up in 
the usual manner is sprayed with an 
instant-drying solution containing lamp- 
black. Then a large eraser is rubbed 
over the surface of the form, leaving 
the surface bright. The form is then 
placed in a fixed focus camera and 
photographed. 

Either right- or wrong-reading film 
or paper prints can be produced. Forms 
may contain type, line or halftone 
plates. The form need not be levelled. 
The nature of the process is such that 
the erasing need not be perfect and 
worn type will yield good results. 


Improved bi-metal plate: The long- 
run bi-metal offset plate co-developed 
by the Lithographic Technical Foun- 
dation and Printing Developments Inc. 
now feature even better tone reproduc- 
tion, are easier to make and are capable 
of the finest production over very long 
runs. 

The Lithengrave plate particularly 
interested the industry because it is 
made from negatives. But three main 
weaknesses were noted when it was 
first introduced. There were variations 
in the copper plated surface; ink re- 
ceptivity of the copper image was not 
as good as desired; copper removing 
etch had insufficient latitude. Ail three 
problems have now been overcome, 
according to a report from the LTF. 
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Fifteen outstanding art directors 

have been nominated for the 1955 
NSAD Award, the eighth since the 
awards were started in 1948. First 
winner was Paul Sheriff. Others, in 
order, were Charles T. Coiner, 
Bradbury Thompson, Gordon Aymar, 
John T. Tinker Jr., Arthur T. Lougee, 
and Frederick W. Boulton. 

This year’s winner will be elected 
by a new method of counting the 
ballots, explained in Gordon Aymar’s 
editorial on page 5 of this issue. The 
cover of this issue was designed by 
1954 winner, Frederick Boulton. 

To help NSADers vote, AD&SN here 
presents biographical data, pictures, 
and recent samples of the work of the 
15 nominees. Ballots are being 
distributed to members through the 
local member clubs. Of the 20 clubs, 
17 sent in nominations, in two cases 


one man was named by two clubs. 
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James Lowell Battle is 
partner and Chief Art Di- 
rector for Atlanta's Liller, 
Neal & Battle agency. Prior 
to joining LNB in 1941 he 
had been AD at Tucker 
Wayne & Co. for 15 years. As 
AD for the Southeast’s two 
leading agencies for 29 years 
he has helped develop many 
young artists and layout men. 
Although he has not entered 
art competitions and has 
turned down high offices in 
the AD club, he has been a 
constant heavy behind-the- 
scenes worker for developing 
the role of the AD in his area. 
He has served as chairman of 
Education Committee of the 
Atlanta ADC as well as being 
a club trustee and director. 












Stephen Bosustow, presi- 
dent of United Productions 
of America, began in anima- 
tion on MGM's “Flip the 
Frog” series, moved on to 
Universal and to Walt Disney 
Studios before founding UPA. 
Recent UPA awards are the 
Hollywood Academy Award 
for Gerald McBoing-Boing. 
Golden Reel Film Festival 
Merit Awards for CBS Radio 
film and traffic safety film; 
1954 New York Art Directors 
Club Medal for Jello Pudding 
commercials; 1954 Chicago 
APC medal for Bromo Qui- 
nine commercial, and 1954 
Venice International Film 
Festival Award for “Chris- 
topher Crumpet.” 
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Wallace W. Elton is an art 
director, travel photographer, 
and aviation writer. He com- 
bines these skills and his love 
for drawing, sailing and trav- 
el with his work on such ac- 
counts as Ford Motor, Doug- 
las Aircraft, Pan American 
World Airways, Eastman Ko- 
dak Co., and the U. S. Ma- 
rines. He is vice president 
and AD at J. Walter Thomp- 
son Co., N. Y. Mr. Elton is 
president of the NSAD, was 
vice president of the Art Di- 
rectors Club of New York, 
and is active in scholarship 
and educational work with lo- 
cal art schools. 
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award nominees cont’d 








Robert Gage is AD and VP 
of New York's Doyle, Dane, 
Bernbach, Inc. He's been with 
DDB since it started, 51%: 
years ago. In recent years 
you've seen his work for 
Ohrbach's, Levy's bread, for 
Maz Factor’'s lipstick and for 
Cole of California as well as 
The Chemstrand Corporation 
ads for Acrilan and for 
Chemstrand nylon. His recent 
work has earned him 6 Art 
Director's Club medals. A for- 
mer student of Alexey Brodo- 
vitch, Gyorgy Kepes and 
Pratt Institute, Bob Gage's 
firat ADing was for Abbott 
Kimball. Then came two 
years at Kelly-Nason, one at 
Grey Advertising, before 
joining DDB 
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Charles T. Gerhart !\«8 been 
with Proctor & Gamble since 
1928. Today he is AD of 
Packaging and Advertising, 
and with siz assistant ADs 
develops and produces allP&G 
packaging and printed mate- 
rial, works with the seven 
agencies who handle the na- 
tional advertising and with 
two industrial design consul- 
tants. A past-president of the 
NSAD, Charlie won his Fine 
Arts degree at Indiana Uni- 
versity. He is a member of 
the Advisory Committee, Ap- 
plied Arts School, University 
of Cincinnati, has judged 
many art shows, won a full 
share of awards, and helped 
establish several NSAD mem- 
ber clubs. He’s a charter pres- 
ident of the Cincinnati AD 
club and an honorary mem- 
ber of the Rochester club. 
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James N. Hastings is 
rounding out his second year 
with Campbell-Ewald in De- 
troit. Most recently he’s been 
concentrating on the Chevro- 
let account. He came East 
from Los Angeles where he 
was AD for R. W. Webster 
Advertising. On the coast he 
was instrumental in the 
growth of the local AD club. 
Born in Seattle, attended 
California School of Fine 
Arts, San Francisco. First 
agency job with Bowman 
Deute Cummings under Lloyd 
Myers. AD of Honolulu office 
1939-41 Headed art dept. at 
Puget Sound Navy Yard until 
1945 when he joined McWil- 
kins Cole & Weber, Seattle. 
Joined Webster in L. A. in 
1947. 
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William Highberger is 
Sales Promotion AD for U. S. 
News & World Report. He 
joined the magazine in 1952 
after four years’ freelance de- 
signing. Before the War he 
attended Memphis Academy 
of Art and Pratt Institute. 
Won a first prize in the 
Washington AD show, is 
1954-1955 president of the 
American Institute of Graph- 
ic Arts, Washington, D. C., 
chapter. 
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Richard Hoffman is founder 
and AD of Advertising Art 
Studios Inc., Milwaukee. He 
was born in Saarbrucken, 
Germany, studied design and 
illustration at the Layton 
School of Art and the Chi- 
cago Art Institute. His 320- 
plus year art direction career 
started with agencies and 
printing houses. Since 1934 he 
has been with his own atu- 
dios. National and regional 
awards have been won for 
such clients as Miller Brew- 
ing Co., Square D Co., and 
Field Packing Co. Other cli- 
ents include Schlitz Brewing 
Co., Allis-Chalmers, Evinrude 
Motors, Northwestern Mutual 
Life Insurance Co., Parker 
Pen Co., and Carnation Milk 
Co. 
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Walter L. Howe, Director 
of Design & Typography for 
R. R. Donnelley & Sons Co., 
first joined the company in 
1930. Born 1906 in Milwau- 
kee, schooled in Detroit, his 
first job was with Evans-Win- 
ter-Hebb, Inc., Detroit print- 
er. He won awards from the 
AIGA, STA, and the Art Di- 
rectors Club. He's past presi- 
dent of the STA and of the 
Chicago Art Directors Club, 
and member of The Caxton 
Club, The Cliff Dwellers, The 
Artists Guild of Chicago, and 
in 1953 was regional vice 
president of the AIGA. Dur- 
ing the war he was a Lt. Col. 
in charge of design, typogra- 
phy and art for the Office of 
Flying Safety. 
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Leo Lionni has been AD of 
Fortune magazine since 1949, 
His career covers painting, 
design, and art direction here 
and abroad. Born in Holland, 
educated in Italy from 1931- 
38 he painted and wrote ar- 
ticles on architecture, cinema 
and art for Italian art maga- 
zines and papers. Came to the 
U. S. in 1939 and AD'd the 
“Never Underestimate the 
Power of a Woman” series 
for N. W. Ayer and the Con- 
tainer Corporation advertis- 
ing. Is currently Fortune AD, 
co-editor of Print magazine, 
consultant AD, design direc- 
tor for Olivetti Corp. of 
America, was chairman of the 
1953 Aspen conference, and 
is head of Graphic Design 
Dept., Parsons School of De- 
sign, and a lecturer at Yale 
University. 
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Norman McLaren, a Scot 
by birth, came to the National 
Film Board of Canada in 
1939. He has become inter- 
nationally known for his ex- 
periments in animated sound 
and for perfecting a _ tech- 
nique of drawing directly on- 
to film. ““Neighbours”’ (shown 
here) won a Hollywood Oscar 
in 1952. It used a stop-motion 
camera technique in which 
live actors were treated as 
animated figures. He has 
also successfully experimented 
with three-dimensional anima- 
tion in “Around Is Around” 
and “Now Is the Time.” He 
is shown here working on his 
latest film, “Rythmetic.” 
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Ray Patin started working 
on animated films back in 
1931 with most of the next 
15 years divided between 
Warner Bros. and Walt Dis- 
ney. Ray Patin Productions 
was started in 1946 to pro- 
duce advertising design in 
motion for TV. Prior to 1931 
Ray attended Otis Art Insti- 
tute in Los Angeles and was 
a freelance illustrator. He has 
won a medal and two awards 
of distinctive merit in the 
New York AD show, a medal 
and an award in the Los An- 
geles show as well as assorted 
citations from the Advertis- 
ing Association of the Weat, 
Billboard Magazine, Holly- 
wood ad club, and the Chi- 
cago AD club 








Bert Ray ‘* now a consult- 
ing AD and head of his own 
Chicago design firm. Pasi 
president of the ADCC, direc- 
tor of the STA and a member 
of the governing council of 
the Artista Guild of Chicago. 
He was AD of Abbott Labo- 
ratories’ ‘“‘What’s New” from 
first issue till he opened his 
own studio. Taught at the Art 
Institute of Chicago, was 
named Artist of the Year by 
the Chicago Artists Guild and 
in 1950 won a medal in the 
N. Y. Art Directors Club ex- 
hibition. 
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Burroughs Sensimotic 


Alger B. Scott, designer, 
painter and _ photographer, 
for the past fourteen years 
has been designing ads for 
Campbell-Ewald Company, 
Detroit, winning twenty na- 
tional and regional awards 
for companies like National 
Steel Corporation, Champion 
Paper and Fibre Company, 
Burroughs Corporation, Unit- 
ed Motors Service, Friends 
Magazine and many others. 

Born in Detroit, he studied 
his art in Chicago in the early 
thirties under many national- 
ly known painters and de- 
signers. Art Director for 
Friends Magazine 1948 and 
1949. Art Director for Camp- 
bell-Ewald Company since 
1950. 
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Ernest Turner heads the 15- 
man staff at Minneapolis’ 
Campbell-Mithun. His art ca- 
reer started in 1933 in Los 
Angeles where he was an 
agency and a studio artist. 
He became a partner in a 
studio and later headed his 
own Turner Studios in Hol- 
lywood for three years. Not 
quite four years ago he joined 
Campbell-Mithun as vice-pres- 
ident and executive AD. He 
was president of the Los An- 
geles AD club in 1945-46 when 
the club staged the firat West 
Coast show. He has won eight 
awards and two medals in- 
cluding a first prize for a beer 
poster in the 1954 Outdoor 
Advertising Art show, and 
has been a leader in develop- 
ing the fine arts interests of 
ADs, the Campbell-Mithun 
fine arts show being an an- 
nual event with more than 
100 entries. 
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Problem: To further educate its own 
sales force as. well as customers of West- 
ern Newspaper Union, a leading na- 
tional distributor of printing equip- 
ment and supplies; to inform WNU’'s 
customers of a new concept of sales- 
men’s product education; to establish 
WNU as the top company in its field; 
“to open the door” and stimulate cus- 
tomers prior to a salesman’s call. 


Solution: A comprehensive and de- 
tailed plan was created. A series of 
meetings was scheduled to better equip 
the entire force with additional product 
knowledge as well as sales know-how. 
The cooperation of leading manufac- 
turers of equipment distributed by 
WNU was solicited and a series of eight 
folders was created, presenting the lines 
manufactured by those participating in 
the meetings. 

A cycle of mailings was established 
with two folders for each manufacturer 
being sent to all customers prior to a 
salesman’s call. The mailing of these 


a) mailing side 





b) back cover 


c) inside spread 


a) 


history: 





pieces coincided with the various meet- 
ings. At subsequent sixty-day intervals 
other mailings were made, each followed 
by a personal call from the salesman in 
the territory. An imaginative use of 


design and copy coordinated in terms 


of graphic arts shapes made a most 
stimulating series of “calling cards” for 
the entire sales staff. 


Results: The immediate results were 
significant in that a sharp increase of 
sales, which could be directly attrib- 
uted to the program, was noted through- 
out the entire country. The entire pro- 
gram more than served its purpose as 
the orientation of new salesmen was 
expedited and the older sales repre- 
sentatives gaining knowledge through 
a “refresher” course. 

Through the various mailings the af. 
fect upon customers was electrifying 
and the design and visual and copy 
tone of the material served to uplift 
the entire sales organization and build 
a confidence which directly affected 
their performance.” 


























Client: Western Newspaper Union 

Campaign Creation: Owen R. Huggins, 
Vice President 

Art Direction and Design: Aaron Burns 

Copy: David J. Herzbrun 
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Category: Gift Package, Best-of-Show 
Designer: William E. Lustenader, Case-Hoyt 
Client: Sylvania Electric Prod 





packaging trends 








Category: Toy 
Designer: Charles Eames 
Client: Tigrett Enterprises 


Category: 
Designer: 
Client: | 
















Category: Fos 
Designer: Smith & Scherr 
Client: Golden Age Beverages 


.. are revealed by winners in the PDC competition. 
More than 3,000 entries were judged by the Package 
Designers Council to select 42 award winners in 

the 1954 competition. Just announced, the winners 


show current trends in package design and construction. 


The Sylvania Bantam 8 Plastic Gift Pak won the 
Irwin D. Wolf Award, was judged the best in the gift 
package category. This and the eleven first prize 


winners in product categories are shown here. 


Chairman of the judging board was Irwin D. Wolf, 


vice president of Kaufman’s Depart ment Store, Pittsburgh. 





Category: Liquor 
Designer: Raymond Loewy Associates 
Client: Old Forester Bourbon 


x Vi- 


i 








Designer: Nowland & 
Client: Johnson & Johnson 






Designer 
Client: ? 












Category: Redesign (Rosebush package) 
Designer: C. W. Harper; Sears, Roebuck \ 
Client: Sears, Roebuck & Co. 








(cont’d) 


Other judges were E. B. Weiss, merchandising consultant 

and author; Bernice FitzGibbon, president of Bernice FitzGibbon 
Inc.; William Golden, creative director, advertising and 

sales promotion, CBS-TV; Raymond Ballinger, director of 
advertising design, Philadelphia Museum School of Art, and 
package designers Egmont drens, Robert Gruen, Jim Nash, 


and Alan Berni. 
Winners and selected entries will be exhibited in Chicago 
at the American Management Association's Packaging Exposition, 


April 18-25. 





Category: New Product 
Designer: William A. Troy, CPP 
Client: Colgate-Palmolive Peet Co 


Category: | 


Designer: A; 
Client: 
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1) Pencil drawing by Jerome Witkin, 15 
2) Oil Study by Barbara Chase, 19 
3) Tempera by Richard Anuskiewicz, 19 
4) Woodcut by Thea Friedberg, 18 


1) 


teen art is mature 


“Young artists in the last few years have shifted from @ 
craftsmanlike realism or awkward attempts at being modern 
to a mature handling of the intellectual and emotional material 
of contemporary art. Their creative output now demonstrates 

a real awareness and understanding of the techniques 

used by modern masters.” 

So comments Art Kane, AD of Seventeen magazine. Annually 
Seventeen devotes one issue to contributions by outstanding 
teen-age artists and writers. This year the January issue was 
the “It’s All Yours” issue. In conjunction with the special 
issue the magazine sponsored a teen-age art exhibit at 
Carnegie Hall Gallery, N. Y. On display were 25 oils, water 
colors, aquatints, woodcuts, photographs, drawings and gouaches, 
including five from the January issue of Seventeen. 
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Ronald Julius Christensen poss. 
toge 
\ free-lance illustrator, designer — 
and serigrapher, Ronald Julius facil 
Christensen works out of Boston, in; 
where he was born. He was an Wh 
illustrator and designer for the usef 
Reynolds Metals Co. in Louisville, the 
designed Christmas cards for Brown last 
and Bigelow, illustrated articles den 
for Ford Times. His first one- “ uni: 
man show was in Louisville. Prizes ter 
were won at another Louisville > fror 
show and his work was shown in that 
the 1954 Boston Arts Festival. He ber: 
studied art at the Boston School of sy dire 
the Museum of Fine Arts, the the 
Vesper George School of Art and by 
the Massachusetts School of Art. nes 
He is g1 years old. Ds by 
Some of his commercial jobs ra : for 
include illustrations for “Art m met 
Buchwald’s Paris,” design of > x is nes 
pamphlets and a book for United ; pol 
States Brewers Foundation. : reg 
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a credit union and you... 


The Artist’s Guild is considering a program 
that may appeal to other groups of art professionals 


JORGE D. MILLS, CHAIRMAN OF THE 
PROGRAM COMMITTEE, 
ARTISTS GUILD OF N. Y. 


What a credit union is and what it 
means to groups and clubs in the art 
field was explained to the Artists Guild 
of New York at the January meeting by 
Dora Maxwell, field representative of 
the Credit Union National Association. 
The following report by Jorge Mills 
summarizes her address to the Guild 
and provides other Guilds, AD clubs 
and groups of art professionals with a 
plan that may interest them. 


What is a credit union? 

A credit union is made up of a group 
of people—artists, in this case—who get 
together for the purpose of helping 
each other solve their financial prob- 
lems. The idea is to save money and to 
facilitate borrowing just as one would 
in a bank but on a co-operative basis. 
When a member makes a loan for any 
useful purpose he is borrowing from 
the funds of the group. Credit unions 
last year averaged from 3% to 4% divi- 
dend returned on savings. Since a credit 
union cannot function without a char- 
ter from the Federal Government or 
from this State, its members are assured 
that much extra protection. The mem- 
bers of a credit union elect a board of 
directors which controls the policies of 
the credit union. A treasurer appointed 
by the directors takes care of the busi- 
ness details. A credit committee elected 
by the members passes on applications 
for loans. Each year, at an annual 
meeting, the members review the busi- 
ness of the credit’ union and vote on 
policies. All members have one vote 
regardless of the number of shares he 
owns. Shares are sold at Five Dollars 
($5.00) each and may be bought out- 
right or at your own convenience out 
of accumulated savings. There is no 
compulsory form of saving—save as little 
as 25c per month, $5, $50, or as much 
as you wish. Membership in the pro- 
posed credit union is open only to 
members of The Artists Guild, Inc. of 
New York. There is a fee of 25c (not 
returnable) for registration. This money 
is used to set up the account. 
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How a credit union works 


Actually, the members of a credit 
union through its officers control the 
affairs of a credit union. By electing its 
own officers (except the treasurer who 
is appointed), by passing on request for 
loans, and by voting and establishing 
the policy of the credit union no one 
group or person can assume control or 
power. Another safeguard is the peri- 
odical inspection of the books, inde- 
pendent of the treasurer, by a super- 
visory committee coupled by an annual 
examination of the books by state or 
federal authority. The treasurer and all 
other officers who handle money must 
be bonded. 

Members make deposits, at their con- 
venience, at a place designated by the 
credit union. Deposits may also be made 
by mail. Members may apply for loans, 
generally up to $400, on the borrower's 
signature alone. For larger amounts, 
security or collateral is required. The 
money that a credit union earns by 
lending money is returned—after deduc- 
tion of operating expenses—in the form 
of interest or dividends to its members. 


How members benefit 


Artists, just like anyone else, find them- 
selves in a position at times when some 
easily available ready cash can take the 
gloom out of a financial headache. Any 
member of the credit union can rest 
assured that he will not be the victim 
of usury. Besides, if he should need 
credit references (suppose he applies 
for a credit card for business or his auto- 
mobile), his membership in the credit 
union will prove to be advantageous. 
And since the union would be 
run for the members of the Artists 
Guild of N. Y.,—with most of the mem- 
bers being acquainted with each other— 
it would be gratifying to feel that your 
savings are carning a greater dividend 
than in a commercial bank and at the 
same time rendering a worthwhile serv- 
ice to fellow artists. 

A credit union is also an economical 
source of credit. At a lower rate of in- 
terest than elsewhere, the credit union 
helps its members finance that new re- 
frigerator, washing machine; a new car 


credit 


(continued on page 55) 
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Filmotype produces sharp, 
black repro proofs 
perfect for paste-up 
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e ° in your office! 
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easier 


Filmotype is convenient 
desk-size right for agencies 
and studios. Just a flick 
of a finger does the job 


more 


profitable 
CaS Filmotype’s hand lettering 
“j) and type costs a fraction 
cy of your present cost 
1. \. whatever you now 


wv \//pay Still, superb quality 
‘ar results are yours 
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Filmotype fits your business plans, too 

If you spend $45 a month, for hand lettering, 
a Filmotype can be yours at no investment! 
See why hundreds of agencies and studios use 
and depend on the Filmotype. Write for a 

free demonstration and details. Do it today 


FILMOTYPE 


Dept. D « 60 W. Superior St. « Chicago 10, IN! 
4W. 40th St. « New York 18, N.Y 








Whither illustration? 


SI forum points up need to survey the market, 


to satisfy researcher as well as AD, to meet photo competition 


“What's with your work?” “Is your 
work selling”” “Is the future bright?” 
‘What about photography . . . and 
TV?” ‘Is today’s art market just a 
cycle?” “Where are we illutsrators going 
in this business?” 

These are some of the questions illus- 
trators asked themselves at a_ recent 
“Shop-talk” meeting for ADs and illus- 
trators. Meeting was sponsored by the 
Society of Ilustrators. 

Some frank answers were given by 
the panel of experts, consisting of Frank 
Baker, AD, McCann-Erickson; Ken 
Paul, AD, BBDO; artists’ agent Gil 
Fompkins, and artists Al Dorne, Alex 
Ross, and Ervine Metzl. 

The questions posed, and some of the 
answers given follow. 


“What's with your work?” 


“Trouble,” say the illustrators. Pho- 
tography continues to take a lion’s share 
of ad budgets leaving very little for the 
illustrators. Television is making the 
art directors more cautious and less in- 
clined to attempt something new. The 
illustrators contend that money once 
earmarked for space is being shovelled 
into T.V. advertising. 

“It’s not that bad,” say the experts 
from the ad agencies. Actually, the 
money going into T.V. is coming from 
radio advertising budgets. Besides, most 
art directors would jump at the chance 
of discovering something new, dynamic 
and worthwhile. 


“Is your work selling?” 


“Not much,” lament the illustrators. 
Photography has taken over and it’s 
tough to get away from the “scraping 
along” category. Gil Tompkins, artists’ 
agent advised the illustrators to catch 
up with the changes taking place 
around them. His busiest client is a 
youngtser who is doing the type of work 
a great many of the art directors want. 
Why? Because he can give them the 
type of material they know, the type 
they were recently studying in school. 
Said Tompkins: “You’ve got to remem- 
ber that many art directors in the agen- 


cies today are young, in the 25 to 30 
year-old age bracket, and they are not 
familiar with the work of some of you 
men who have been around for the past 
20 or go years.” 


“Is the future bright?” 


“It can be,” agree both parties, pro- 
viding certain conditions are changed 
and certain challenges met and _ over- 
come. 

According to Al Dorne: “The funda- 
mental element is communication. No 
matter what medium you work in, you 
must have a creative quality in your 
thinking. You must reach the public 
and you must be understood. Too little 
contribution in this direction is being 
made by the artists, and that is why 
agencies prefer to use photographs. To- 
day, there are a great many photog- 
raphers doing creative work and _ their 
material is a definite challenge to the 
illustrator.” 


“What about photography ...and T.V.2” 


If wishful thinking is worth any- 
thing, most illustrators are wishing that 
photography will kill its golden goose 
by constant repetition and _ imitation. 
However, for the present the photogra- 
pher is still the illustrator’s chief com- 
petitor. According to Alex Ross, editors 
are using photographs whenever pos- 
sible for stories and ads. There are some 
artists whose works are constantly used, 
but by and large, the demand is small. 

The illustrators learned from Ken 
Paul that not all photographers were 
“making a mint.” Declared Mr. Paul: 
“If you think you fellows have been 
hard hit, you should see some of the 
older photographers. Some of these kids 
running around with Rolleiflexes are 
flooding the market with terriffic pic- 
tures at one third of the cost of regular 
studio shots.” 

As for T.V., the experts pointed out 
that the illustrators should not get too 
concerned with it. There is still enough 
money going into space to keep most 
good artists working. 


(continued on following page) 
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whither 
(continued from preceding page) 


“Is today’s art market just a cycle?” 


“Certainly not!” say the experts, and 
the illustrators are forced to agree. Why? 
Frank Baker, of McCann-Erickson, pro- 
vided the meeting with this answer: 
“Art directors in advertising agencies 
are no longer the sole judges of the 
material to be uesd in advertising. To- 
day the art director works closely with 
the editorial and research staffs in the 
agency. The illustration or photograph 
he selects is primarily chosen because 
research specifies and editorial demands 
that it be used in order to achieve 
maximum impact.” According to Mr. 
Baker, “communication is first; style and 
design are secondary. Therefore, the 
Society of Illustrators should undertake 
a program of research and determine 
exactly what types of illustrations are 
needed and what types will sell.” 


“Where are we illustrators going in this 
business”” 


According to Ken Paul of B.B.D.O., 
the illustrators may not go very far un- 
less measures are taken to overcome 
present problems. Citing the results of 
a personal survey conducted among 28 
agency art directors regarding the 
amount of art work being utilized as 
opposed to photographs, Mr. Paul re- 
vealed that the present ratio was 67% 
for photographs and 33% for illus- 
trations. 

The above percentages are based on 
actual agency buying and not upon 
prize-winning ad collections. Said Mr. 
Paul: “Awards will never get you any 
money.” 


Conclusions: 


The Society of Illustrators and every 
individual illustrator should endeavor 
to determine exactly what the agencies 
need to sell the clients’ products by 
undertaking a program of basic research. 

Artists should always keep in mind 
that the art director is not the sole judge 
of their work. They must satisfy the 
editor and the researcher as well. 

Public relations should be utilized to 
educate the public about the illustrat- 
ing field. 

Another shop meeting of the Society 
of Illustrators should be held, and a 
panel of editorial experts from the 
agencies should be invited. 
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what’s new 


LEICA DIRECTORY. Includes every photo- 
graphic item distributed by E. Leitz 
Inc., 468 Fourth Ave., N. Y., with a 
brief description and list price of each. 
Contains helpful tables, charts and data 
applicable to all cameras with a special 
section on the English and metric sys- 
tems. Projection tables give the distance 
and screen image size for many lenses 
and slide sizes. Directory is punched for 
insertion in the special Leica binder. 


NEW CONTACT PRINTER. Peerless Photo 
Products have redesigned a_ flat-bed 
printer with a “floating” lid which 
allows 114” clearance between lid and 
platen, which makes it suitable for copy- 
ing books and heavy volumes. It can be 
used also for single sheets. Known as 
Model DR-1A, it is used in conjunction 
with a separate processing unit. Copies 
are made in one minute with dry trans- 
fer-process photocopy materials. It can 
be used also with wet-process materials. 
for further information, Paul M. Platz- 
man, John Mather Lupton Co., 420 
Lexington Ave., New York 17. 


IMAGE PROJECTOR CAMERA. Said to have a 
wider range of reduction and enlarge- 
ment than any other single unit pro- 
jector, Trace-Rite’s Image Projector 
Camera reduces down to 4 times actual 
size and enlarges up to 314 times. Copy 
board and drawing board space is 40” 
x 30”. Convertible to wall projection. 
Overall size is 81” high, 31” wide, 72” 
long. For further information, write 
Trace-Rite Inc., 317-A Boulevard Bldg., 
Detroit 2, Mich. 


PAPER CUTTER. Michael Lith has intro- 
duced a 14” manual paper cutter at low 
cost. Lever is equipped with an auto- 
matic safety latch; permanent rule on 
cutting table; built of heavy steel. For 
more information, contact Michael 
Golde, Michael Lith Inc., 145 W. 45 St., 
New York 36. 


PRESSURE-SENSITIVE COLOR BACKGROUND PA- 
Per. Visutak Color Paper is backed with 
pressure-sensitive adhesive. It comes in 
18” x 26” sheets which have flat non- 
glare surfaces. Sheets will take pencil, 
ink, poster and tempera colors and will 
not wrinkle or curl. Rubber cement 
marks are eliminated. There are 15, col- 
ors available. A swatch book may be 
had from SanLu Art Supply, 1165 Broad- 
way, New York 1. 


(continued on page 53) 
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trade talk 


ART DIRECTION § CHICAGO: Harry 
Cordesman, execu- 
of Campbell-Mithun 

formerly with Knox 

Reeves, Minneapolis, is now art director at 

Beaumont & Hohman NEW YORK: 

Cedomil Vuckovic to associate art director of 

the Rockmore Co. ... Myrna Silver heads the 

art staff at Westbrook Advertising; was with 

Alfred Auerbach... Arnold Nodiff, formerly 

AD with Kenyon & Eckhardt, to Erwin, Wasey 

& Co.... Donald Simons named associate art 

director at Emil Mogul Co....Ormond Deig- 

nan, joined Rudolf Orthwine as AD and sales 
executive ...Miss Margie Shields, retiring 
assistant art coordinator at Foote, Cone & 

Belding, was honored last month by the 

agency ....SAN FRANCISCO: AD Harry G. 

Fletcher elected v.p. of Fletcher D. Richards 

(Harrington-Richards division) ...WASHING- 

TON: Larrabee Associates promoted Lee 

Perri to art and production coordinator. Gernot 

Rassmussen to art director and Jean Senter to 


tive AD, elected v.p. 
Inc....Don Young, 


oe 


radio-tv director... 


ART & DESIGN BOSTON: William 
Beyer has joined the 

art department of Reingold Co. ... CHICAGO: 
Bundy-Freiday Inc. is the new name of Verve 
Advertising Art Studio, which is now repre- 
senting Ernst A. Sprehler... CINCINNATI: 
A new art studio opened at 111 E. 4th St. 
Principals include Edgar Steinau, formerly 
v.p. and AD of S. C. Baer Co.; Harold Fisher, 
former assistant AD of Kroger Co.; William 
von Wyck, photo retouching specialist; and 
William Cordea, formerly assistant AD of 
S. C. Baer Co. . . . NEW YORK: Seventeen 
Magazine sponsored an exhibit at Carnegie 
Hall Gallery of 25 works of art created for 
the: magazine by youths under 20... A. Hal- 
pert Art Staff is now Halpert-Dane Studio... 
O'Connor-Fondrisi, Inc. is now John Fondrisi 
Associates, Inc., ad art, at 101 Park Ave.... 
Frank and Jean Mayfield. directors of Bourges 
Color Corp., were chairmen of the Christmas 
Fair benefit at the Church of the Ascension, 
where copies of “Manhattan Nocturne” by 
Frederick Franck were featured highlights of 
the fair... Boyan & Weatherly announce the 
opening of a complete photographic service 
under the supervision of Howard Owens... 
Lore Noto. artists rep, resigned as president 
of Brownstone Art Service to form a repre- 
sentative service at 210 E. 41 St. OXford 
7-0555... Edward J. Bravo, formerly with 
Cecil & Prebrey, to Forum Arts Studio... 
Larry Danziger is now sales rep for Kleb 
Studio, 2 W. 47 St., NYC 36, specializing in 
sales promotion for business and commerce 
.. J. W. Buxton and Gilbert H. Emerson won 

o cash award of $380 for a suggestion to 
Westinghouse that Transopaque 
overlays be used on a new series of hand- 
books... Horace Sadowsky and Associates, 


Bourges 


sure 


RE 


Make that layout a 
sure-fire success! 
Highlight your 

story with a print 
from our 

unmatched treasure- 
load of graphic 
material. Choose 
approvals from 
thousands of subjects. 
Phone, write, or visit: 


BETTMANN ARCHIVE 
215 Hast 57 St., New York 22, N.Y. 
PLaza 8-0362 
Ask for complete subject list 








More than 20,000 Stock Photos of 
CATS & DOGS 
CHANDOHA 


PICTURES 

Box 237A Huntington Station 
Long Island, N.Y. 
Huntington 4-8260 
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industrial advertising art, now at 59-26 Wood- 
side Avenue, Woodside, N. Y.... Joseph H. 
Young appointed sales manager for Gotham 
Advertising Displays... Alexander Nesbitt 
is giving a foundation and orientation course 
in lettering at the New York-Phoenix School 
...Two paintings of Dylan Thomas, late 
Welsh poet, by Gene Derwood have been 
presented to Harvard University, along with 
many of his writings, correspondence and 
other memorabilia... Graphics Institute has 
appointed Grafax, San Francisco, as its Pa- 
cific Coast affiliate; both are engaged in the 
visual presentation field... Illustrator Harry 
Fredman has appointed Nat B. Feuerman as 
his representative ... The Stahl Cards, Bronx- 
ville, N. Y., are bringing out their first every- 
day card line; (for the past four years they 
have published a designers’ line of Christmas 
cards only). Elli Zappert and Henry Martin 
designed the new cards... Museum of Mod- 
ern Art has purchased Rodin’s St. John the 
Baptist Preaching . . . Bob Socol, formerly with 
Daniel & Charles, has joined the staff of 
Brownstone Art Service Inc....OAKLAND: 
Charlotte Musser, technical illustrator, has 
joined the art staff of Kaiser Graphic Arts... 


AGENCIES sBosTON: Arthur W. Samp- 

son Co., formerly at 199 
Washington St., to 185 Devonshire St.... 
CHICAGO: Van Hecker Inc. from 664 North 
Michigan Ave. to 28 East Jackson Blvd.... 
DETROIT: Powell Gayek Inc. moved to 2216 
Penobscot Bldg., WOodward 3-6580.. . Rich- 
ardson-Shaw Inc. from 4181 Oakman Blvd. 
to 15555 McNichols ... GREENSBORO: James 
A. Middleton, Hege, Middleton and Neal, was 
awarded top honors by the Greensboro Junior 
Chamber of Commerce...LOS ANGELES: 
Ringer & Associates from 3142 Wilshire Blvd. 
to 712 S. Curson Ave....NEW YORK: Harris 
& Whitebrook Advertects opened an office at 
551 Fifth Avenue...Joseph Katz Co, will 
move to larger quarters in the Amoco Bldg., 
555 Fifth Avenue... Rickard & Co. has com- 
bined with Marsteller, Gebhart & Reed of New 
York, Chicago and Pittsburgh; new name 
will be Marsteller, Rickard, Gebhart & Reed. 
Inc.... Arthur Gordon and Josh Schwartz 
have formed Leeds Advertising at 19 W. 44 
St... . Seymour Ullman has formed an agency 
under his own name at 505 Fifth Ave.... 
Firestone Advertising from 230 W 41 St. to 
101 W. 31 St....David J. Mendelsohn Ad- 
vertising now at 244 Madison Ave.... Mark, 
Simeon & Renard moved to 273 Fifth Ave. 
...Tyndal Associates now at 420 Madison 
Ave....PEORIA: Ross Adv. to 95 N Uni- 
versity ... SOUTH BEND: J. G. Sullivan & Co. 
has been formed at 330 South Main St.... 


ADVERTISING Emma Brohr now AM, 


PROMOTION Weil Kalter Mfg. Co., 
St. Louis .. . Arnold C. 
Graham Jr. upped to 
AM and sales manager, Guiness div., Goebel 


Joe, 
write up this 
job ticket... 


It's another order 
from our ad in 

Art Director 

& Studio News. 

It gets results! 


New York: Morton Bryer 
PLaza 9-7722 
435 E. 49th Ste, BB. Y. 














Ralloh Manks Color Labs. 


e Carbro 

e Dye Transfer 
e Colorstats 

e Flexichrome 


344 East 49 EL 5-6740 











Bodoni, Century, Futura — 











It’s not only the type face... 
but the way it’s handled 


IMPERIAL AD SERVICE 


rp 











HIRING ART STAFF 


coll “The Art Unit’ or 7-9100 
New York State Employment Service 
1 East 19th St. New York 3, N. Y. 

A specialized placement service 


with many years of experience in the 
screening and placement of artists 


NO FEE CHARGED TO ANYONE 
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wing Co., Detroit... William W. Smith to 
Lowenstein & Sons, NYC, as assistant di- 
tor of advertising...Kenneth S. Brook 
med sales and advertising manager of 
wning Laboratories, Winchester, Mass.... 
illiam A. Black now ad and sales promotion 
yr., Radiomarine Corp. of America. . .Jacob 
Huppert Brewery promoted J. Joseph Taylor 
J:. from marketing director to v.p. and di- 
tor of advertising .. . B. E. Bostwick elected 
p. in charge of sales and advertising, J. 
Jiss & Sons, Newark...Samuel I. Green- 
span now AM and SPM, Itkin Bros., New 
rk... William H. Mann is AM of E. Leitz 
1c... Thomas A. Mitchell Jr. to director of 
dvertising Eastman Chemical Products Inc. 
.. Arnold E. Johnson named advertising and 
lesign director of Grayson-Robinson Stores 
Inc.; was with Saks-34th St.... Irving Vogel 
promoted to AM of Bond Stores... Michael 
Hitzig, formerly of Abbott Kimball Co. Inc. to 
1dvertising and public relations manager of 
Lambretta motor scooter division of Innocenti 
Corp.... Robert W. Wilkerson to AM and 
SPM of Minerals & Chemical Corp. of America 
in the Metuchen headquarters...George B. 
Motheral now AM, Hagan Corp., Pittsburgh 
... Jan Lovett, formerly advertising and pub- 
licity director, Sherman Brothers, now in 
charge of public relations and sales promo- 
tion, Rose Marie Reid swimsuits... Henry C. 
Bainbridge to AM and SPM, P. O. Moore Co., 
NYC...J. H. Wyss appointed sales and aa- 
vertising manager of Coopers Inc....G. 
Kenneth Willis to AM of High Standard Mfg. 
Corp.... Rapid Art Service named Jerry Mar- 
lowe to the industrial sales division .. . Trail- 
mobile Inc., Cincinnati, appointed Charles C. 
Morris assistant to the AM... Lillian Hefer- 
man resigned as advertising manager of Saks 
Fifth Ave. ... Park & Tilford named Lawrence 
J. Rosenthal assistant AM and SPM... .Betty 
Lamons advanced to fashion and advertising 
director, Beautiful Bryans Inc.; K. B. Lawrence 
advanced to sales promotion manager... 
Edward E. Van Horn, formerly with McCann- 
Erickson, appointed director of advertising of 
Pan-American Coffee Bureau... Warren 
Goodrich named director, materials division 
of the national Girl Scout Public Relations 
Dept.; he is a partner in the firm Goodrich 
and Rush... Norman Roseman from produc- 
tion manager at Huber Hoge & Sons Inc. to 
sales promotion manager, Para Labs Sales 
Corp.; Steve White now PM at Huber Hoge... 


atm 


CAMPAIGNS Heovy promotion sched- 

uled for Good House- 
keeping magazine with full pages in news- 
papers and emphasis on the Good Housekeep- 
ing Guaranty ... $4,000,000 for advertising is 
a new high for Norge home appliances with 
newspapers, supplements, national and busi- 
ness publications cutting up the pie... 18 
years ago band leader Fred Waring devel- 
oped the food blender bearing his name. 
Current promotion will emphasize the pro 
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@ We are pleased to announce that the Advertising Art Studio 
formerly known as O’Connor-Fondrisi, inc. will now be called: 


JOHN FONDRISI ASSOCIATES, INC. 
101 Park Avenue New York, N. Y. 


The old staff and new creative members join with me in the assurance of con- 
tinving to serve you with the same quality, efficiency and cordiality as in the past. 


President 





stephen fay studios 


editorial & advertising photography 


carnegie hall 






plaza 7-3717 
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is always 





CHICAGO 11, ILLINOIS * LOS ANGELES 15, CALIFORNIA * WASHINGTON 1, D.C. 
22 EAST ILLINOIS STREET 928 SOUTH FIGUEROA STREET 509 F STREET, N. W. 









a most versatile technique 
Let us show you how adaptable scratch- 
board can be in solving your art 
problems. 

On our staff we have specialists in 
handling this technique as well as other 
modern art treatments. 


Call us at MU 6-5740 





YOY 


CHARLES W: NO TH) Vabos 


381 FOURTH AVE. + NEW YORK 16 








duction of the 1,000,000th unit... Benrus is 
spending $500,000 to encourage consumers 
tc patronize retail jewelers...G. Kreuger 
Brewing Co., via Grey Advertising, will push 
its low calorie content...Calvert will con- 
tinue to promote the Lo-ball...large series 
of trade ads to tie in with 50th anniversary ot 
The Douglas Fir Plywood Ass‘n...Dr. Pep- 
per Co. is spending $1,000,000 in advertising 
and promotion for 1955... “Flair”, new silver- 
plate pattern of 1847 Rogers Bros., will be 
pushed in 15 national magazines and other 
media...double the promotion of any pre- 
vious drive is scheduled by GE for its Tele- 
chron clock line ... Webster- Chicago Co. has 
launched heavy drive for its Webcor phono- 
graphs and recorders ...advertising in the 
offing for new product of Parker Pen Co., a 
liquid lead pencil...other manufacturers 
have similar plans...Carpet Institute is 
putting $3,750,000 to sell theme that “Home 
means more with carpet on the floor.’ Drive 
will spread over ‘55, ‘56, ‘57....Coty’s Inc. 
plans to spend $6,000,000 on advertising this 
year, via Franklin Bruck . . . Hotpoint Inc. will 
spend $5,000,000 for advertising in ‘55 with 
$2,000,000 of it for a consumer contest... Dow 
Chemical Co. and Shwayder Brothers, lug- 
gage manufacturer, are copromoting new 
magnesium viny]-plastic covered luggage. via 
Grey Advertising...Ban, new Bristol-Myers 
deodorant, being pushed nationally via BBDO 
... Warwick & Legler is handling the new 
campaign for Hoffman Beverage Co....Red 
B t Blueback Sal will get largest drive 
ever for canned salmon, via F. A. Gosse Co., 
Seattle. 





ACCOUNTS Zenith Radio Corp., radio 

and tv division, from Y & R 
tc BBDO, Chicago . . . Glass Container Mfrs. 
Institute Inc. to Kenyon & Eckhardt, NYC... 
Package Machinery Co. to Fuller & Smith & 
Ross, NYC .. . Revlon Silken-Net hair spray, 
Aquamarine shampoo and other hair products 
to BBDO . . . Sundial Shoe Co., division of 
International Shoe Co., to James Thomas 
Chirug . . . Ives-Cameron Co., Phila., to Lewis 
& Gilman Inc. . . . General Aniline & Film 
Corp.. General Dyestuff Co. and C A &F 
Carbonyl Iron Powders divisions to R. T. 
O'Connell Co. . . . Smith Valspar marine di- 
vision of the Valspar Corp., Ardmore, Pa., to 
Brooke, Smith, French & Dorrance . . . Martin- 
son Coffee Co. to Anderson & Cairns for 
Aborn's coffees and teas products division 
. .. Vita Food Products Inc. to Byrde, Richard 
& Pound Adv. .. . Eberhard Faber Pencil Co. 
to Anderson & Cairns . . . Kaiser-Willys of 
Cc da now handled by Ardiel Advertising, 
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Toronto . . . Joseph Breck & Sons to John C. 
Dowd, Boston . . . Proctor Electric Co. now 
handled by Weiss & Geller, NYC . . . Minne- 
sota Mining & Mig. Co., graphic products 
group, to St. Paul and Chicago offices of 
Ruthrauff & Ryan . . . National Lead Co., 
Dutch Boy Paints, to McCann-Erickson ... 
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~E-Z CEL 


prepared 


ACETATE 
TAKES PAINT LIKE PAPER 


No special tricks, ing or 

ALL MEDIUMS;  ~. inks, —. 
poster colors, dyes, retouch and airbrush greys. 
ALL TOOLS; airbrush, speedball pens, fine 
pens, ruling pens, BRUSH (even wash and 
dry-brush techniques may be used.) 

a Colors hold clean and 
sharp, will not bleed, 
crawl, peel, or chip. 
You can even frisket 
over it without picking 
up the color. 








Folding, creasing and 
rubbing will not affect 
9x 12 - .30 ‘colors. Water will easi- 
11 x 14 - .35 ‘'y remove colors for 
14 x 17 - .7O ‘corrections and changes. 
20 x 24 - 1.25 ‘deal for mechanicals, 


SHEETS 


PADS: 12 and 25 overlays and separa- 
sheets PADDED tions, for white out- 
FREE. lines, lettering on color 

jobs, etc. 


SEND YOUR ORDERS TO — 


HT Herbert Co 


ART MATERIALS 


10-63 Jackson Ave., L.1.C. 1, N.Y. 
RAve weed 9- 7306 : 
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Vulcanized Rubber & Plastics Co., Morris- 
ville, Pa., appointed Kastor, Farrell, Chesley 
&Clifford for its consumer products and indus- 
trial divisions . . . Croton Watch Co. to Dundes 
& Frank .. . Brooklyn Union Gas Co. to Cun- 
ningham & Walsh . . . BBDO will handle 
Continental Foundry & Machine Co., Chicago 
and Pittsburgh . . . Roger & Gallet appointed 
Dowd, Redfield & Johnstone . . . International 
Minerals & Chemicals to Grant Advertising 

. Switzer Bros., Cleveland, to McCann- 
Erickson . . . Scoville Mig. Co. to Needham, 
Louis & Brorby . . . Slick Airways, Burbank, 
to Roy S. Durstine, L.A. and NYC... Botany 
Mills Inc., Botany Lanolin Cosmetics division, 
to Hirshon-Garfield, NYC . . . American Ma- 
chine & Metals to Marsteller, Gebhardt & 
Reed .. . Sweet-Orr & Co. now with Peck 
Advertising . .. Conmar Products Corp., New- 
ark, to Dowd, Redfield & Johnstone . . . Ron- 
rico Corp. to Erwin, Wasey & Co. for its Ron- 
rico Rum... Brentano’s now with Needham 
& Grohmann .. . Autocar division of White 
Motor Co. to the Cleveland office of D'Arcy 
Advertising . . . M. W. Kellogg Co., for re- 
finery process, chemical process and fabri- 
cated products divisions, to Fuller & Smith & 
Ross . . . The Clicquot Club now with Harold 
Cabot & Co., Boston . . . Carling Brewing Co.., 
Black Label Beer, to Winius-Brandon Co., St. 
Louis . . . Baxter Laboratories, Morton Grove, 
Ill., to L. W. Frolich & Co... 


PHOTOGRAPHY January 17 issue of 
Life featured photo- 
graphs by Eliot Elisofon taken of leading jazz 
musicians; all are full color, with some 
montage and strobe . . . Tony Pappas, pho- 
tographer, now lacted at 215 E. 37 St., OXford 
7-0525. Rep is C. deS. Gebb at same address 
Leigh Charell Studios from 10 E. 38 St. to 
2 W. 37 St., NYC 18... Jerry A. Tiffany. 
formerly with top studios, now on his own 
at 822 Madison Ave., LY 6-5622; photographs 
fashion, illustration, travel in color, b&w and 
strobe . . . Thomas Salmon & Associates, 30 
E 21 St., presented one-man show of paintings 
and photographs by E. J. Daniel last month 
. Murray Duitz has opened a new studio 
at 4 E. 44 St... ., NYC, specializing in ad- 
vertising photography... 


TELEVISION Kling Film Productions in 

Chicago filmed a 1 ¥2 min- 
ute commercial announcing Hotpoint's Golden 
Anniversary Kitchen for the Jan. 14 Ozzie 
and Harriet Show .. . R. C. Maddux to C. L. 
Miller Co. as v.p. and director of radio and 
tv... Charles Adams, production head of 
films for tv, has been elected a v.p. of Loucks 
& Norling Studios Inc., New York . . . James 
M. Trayhern, formerly tv production director, 
WHAM.-TV, now director, radio and tv dept., 
Charles L. Rumrill & Co., Rochester .. . John 
L. Zimmer appointed manager, commercial tv 
production at Compton Advertising, NYC... 
Robert C. Kelly. Richard Holland and Rodney 
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one of the tnousonds of our stock pictures 
for $15, with $5 off If you use our credit line 





for stock pictures, set your course for 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 


319 E. 44, New York 17 , 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 
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Albright to tv production dept, of Biow-Beirn- 
Tiogo Inc. . . . Robert J. Clarke named tv art 
director at Geyer Adv. ... 


TYPOGRAPHY Detroit Typesetting Co. 
announces Hellenic 
Wide, a square serif extended type face... 
Bertsch & Cooper, division of American Type- 
setting Corp., Chicago, have leased, begin- 
ning June 1, a plant of 52,000 square feet at 
Jackson Blvd. and Racine Ave. ... 
MEDIA 100 general and farm magazines 
had a record advertising revenue 
of $604,100,000 in 1954, according to the 
Magazine Advertising Bureau, which is $1,- 
000,000 more than 1953 . . . Crowell-Collier, 
which lost $4,000,000 in 1953, cut the loss in 
half last year; half a million dollar profit is 
expected by June 1955... 


EXHIBITS Associated American Artists 
Galleries: Mar. 14-Apr. 2, Jeff 
Levey, paintings of Africa; Mar. 21l-Apr. 9, 
Aaron Bohrod, Trompe l'oeil paintings; Apr. 
4-Apr. 21, Jason Seley, sculpture; Apr. 11-30, 
Samuel Rosenberg, recent paintings... A. L 
Freid Gallery: March, paintings and il- 
lustrations by Arthur Zaidenberg; April, 
Lionel Stern, paintings and graphic illustra- 
tions . . . Museum of Modern Art: thru Mar. 
20, paintings by Italian children from the 
Mazzon School in Milan; thru Mar. 20, 100 
museum selections from Good Design 1950- 
54; Mar. 30-May 22, developing creativeness 
in Children; thru May 8, Family of Man, 500 
photographs from all over the world; Apr. 6- 
June 5, Textiles and jewelry from India; thru 
Apr. 24, fifteen paintings by 19th Century 
French masters from the Louvre in Paris and 
the Museums of Albi and Lyon (Delacroix, 
Daumier, Bazille, Courbet, Manet, Degas, 
Monet, Gauguin, Renoir, Cézanne, Seurat, 
Corot, Rousseau, Gericault and Toulouse- 
Lautrec) . . . Philadelphia Museum of Art: 
Lecture Series—Mar. 16, 19, The Northern 
Renaissance; Mar. 23, 26, Awakening in Ger- 
many; Mar. 30, Apr. 2, Brueghel and Hol- 
bein; Apr. 6, 9, The Baroque Style... 





DEATHS | Frank Haas, an artist formerly 

with Pahmer, Litman Studios 
and prior to that, with Vanguard Advertising 
. . . Attilio Salemme, painter whose work is 
represented in the Whitney Museum, Metro- 
politan Museum, Museum of Modern Art and 
a number of private collections . . . Thomas 
D’Addario, industrial packaging designer in 
New York; he was_in charge of the design 
department of Hoffman Beverage Co., New- 
ark, many years ago; he was a member of 
Printers’ Ink Packaging Panel . . . Charles 
E. Kaiser. free lance illustrator in the maga- 
zine and advertising fields; a member of the 
Society of Illustrators; he has done several 
Saturday Evening Post covers over the years 
.. . Yves Tanguy, noted surrealistic painter; 
his age was 55. 





New! Rubber Base E-Z FRISKET 

Given up on prepared frisket products? 
Here’s one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on for long periods with- 
out injuring your copy. It 
comes to.you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching Still skeptical? 
— write for free sample. 
No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 













FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 































BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean. 

FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 


No " Photographic Dealers every- 
Im, he 
sfurigine ~~ 
Ring We UNION RUBBER 
NG & ASBESTOS CO. 


TRENTON, NW, J. 














FREE CATALOG! 


NOW AVAILABLE! 


The most complete catalog of its kind ever 
published! Artists’ Supplies, Silk Screen and 
Sign Supplies—Th ds of items listed! 


rr 





Request must be on your company letterhead. 


THE OHIO ART MATERIALS CO. 


2174 E. 9th St Cleveland 15, Ohio 








\¢ 


T 
5 P 
for 
thir 

T 
nur 
reci 

I 
be | 
Sec 

T 
thei 
chai 
ing 

P 
the 
bala 
mer 
fair 

1 
the 
year 
unil 
of 1 
Nati 


Art D 














what’s new 


(continued from page 46) 


N°W NIKON 35MM. Outstanding feature 
o the improved Nikon S-2 is the finder 
which produces a life-size image with 

to 1 magnification. Other new im- 
p ovements are the rapid film transport 

d high speed rewind. A calibrated 
dial permits the shutter to be set for 
positive synchronization with all flash 
bulbs. Settings are possible up to 

1o0oth second, which includes a 1/15 
sccond exposure setting. Cost is 299.50 
Nikon Inc. at at 277 Fifth Avenue, 
New York 16. 


CLIP BOOKS. Art work ready-made has 
been compiled into books from which 
art can be reproduced without repro- 
duction fees. The pictures cover many 
subjects. Each booklet is geared to one 
subject, and costs $2.50. The drawings 
have been reproduced on coated paper, 
and are ready for use in pasteup or lay- 
out. Harry Volk, Jr., Art Studio, 22 W. 
Verona Avenue, Pleasantville, N. J., 
will send catalog. 


PHOTO STANDS. Light-weight Pic Feather- 
lite photo stand is made of anodized 
duraluminum. Three models extend to 
7’, g’ and 11’ in height. Prices range 
from $17.95 to $21.95. Distributed 
through Graflex Inc., 154 Clarissa St., 
Rochester, N. Y. 








change any black & white_tocolor.. 


-LEXICHROME 


Now you can transform black & white illustrations, 


-an 








y color 


photos or other material to full color flexichrome prints... 
get the exact color...no retakes necessary. 


Performing flexichrome magic 
is but one of the many miracles 
in color craftsmanship. Kur- 
shan & Lang color services 
include: 


EKTACHROME PROCESSING 


DYE TRANSFER @ CARBRO 
Reproduction Color Prints 


DUPLICATE TRANSPARENCIES 
ENGRAVER’S MECHANICALS 
SEPARATION NEGATIVES 
MASKING / PRINTON / SLIDES 





Get all the first 
hand facts on 
Kurshan & Lang’s 
amazing variety 
of color services. 
Write or phone 
for new Data 
Handbook. Con- 
tains: answers to 
complex color 
problems, time 
schedules, prices, 
production infor- 
mation, etc. No 
charge, of course! 


L. ZOREF, Associate 


Kurshanélang 10 East 46 St., N. Y. 17, MU 7-2595 
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(continued from page 5) 


The votes of each club will be scored 
5 points for their first choice, 3 points 
for their second choice, 1 point for their 
third choice. 

The candidates receiving the largest 
number of points so scored will be the 
recipient of the NSAD AWARD. 

In case of a tie, multiple awards will 
be given. The tabulation shall be by the 
Secretary and President of the NSAD. 

The individual clubs will send in 
their returns as in the past and the only 
change involved will be in the tabulat- 
ing at headquarters. 

Paragraph 1 gives proper weight to 
the original system, while paragraph 2 
balances the numerical strength of the 
member clubs. It is doubtful that a 
fairer method could be devised. 

The committee tentatively applied 
the new system to the voting of past 
years, and found that the results were 
uniformly in accord with the objective 
of making the choice a representative 
national expression of opinion. 

Gorpon C. AYMAR 


March 1955 
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TWO MINDS WITH A SINGLE THOUGHT... 


«tO solve your 


art problems. 


skillfully... 


with 


imagination and 


complete reliability ! 
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JOSEPH MAYER CO, Inc. 


artist's materials .. . sign painter and 
displaymen supplies . . . silk screen 
materials. Agents for The International 
Cutawl - Balopticon. 

5-9 UNION SQ. + N.Y.3 «© AL 5-7644 
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for STOCK PHOTOS 
your first call is to— 


Photo-lib 


19 East’ 57 Street N.Y. 2 


BABIES 









rary INC 
PL 3-3112 





The biggest 


Stock Color Files 


you've ever seen! 
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(continued from page 13) 


Motivation research files provide 
numerous examples of both successful 
and unsuccessful attempts to meld emo- 
tional meanings through art work. One 
of these was a cigarette advertisement 
showing an elegantly gowned woman 
smoking during an opera intermission. 
The emotional communication intended 
was poise—to use the setting, the par- 
ticular woman, the posture, and all 
the other details to communicate a sense 
of sophisticated poise and_ self-confi- 
dence bearing on the cigarette she held 
in her hand. It was a sound motive 
and emotional communication—motiva- 
tion research has shown the strength of 
cigarettes in saying something about ma- 
turity, self-confidence, self - assurance. 
Nevertheless, this creative effort did not 
come off, the people exposed to it said, 
in essence, that the woman failed to 
make her cigarette an appealing object 
because she was more posed than poised. 
She was excessively poised, it could be 
stated; she conveyed artificiality, not 
easiness and self-assurance. Here moti- 
vation research served to demonstrate 
something about the arena within which 
communication takes place; to define 
the point at which a particular creative 
concentration passed the line of uni- 
versal acceptance. The desire for self- 
assurance and its relation to cigarette 
smoking was shown in such an unadul- 
terated fashion, in so blatant form that 
it aroused anxiety, forcing to the naked 
light of day a form of conceit not per- 
missible to the vast majority of people. 
Poise, in our society, is idealized more 
as a quality of personality than as a set 
of gestures, and there is something re- 
pelling about the idea of calculating it 
in a single-minded fashion. The emo- 
tional communication of this particular 
ad was, then, to warn off, to alienate 
the reader rather than to attract him. 

On the reverse side of the story, let 
us consider the example of a cigarette 
packaging job. It is rather unadorned, 
in line with modern “functional” tastes. 
The colors are red and white, with the 
red holding a large portion of the sur- 
face available. 

Red is widely known to be exciting, 
to carry notions of war, impulsiveness 
(in my college, coeds were not allowed 
to wear red satin, even to formal affairs), 
sensuality, energy, bloodiness, rage, and 
so on. Within the context of an object, 
these meanings can be directed and 
moderated, interacting with other mean- 


(continued on following page) 
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SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST., N.Y.C. + MU 3-5052 

















AMERICA’S LARGEST 


MESSENGER SERVICE 


15 Branch Offices 
250 Messengers 
Over 100 Trucks 


e@ Two Freight Terminals 





e@ Bonded Employees 
e Full Insurance 


e@ 24 Hour Service 


MERCURY 


MESSENGER TRUCKING 
SERVICE SERVICE 


LExincton 2-6000 


MERCURY SERVICE SYSTEMS ING 


4a61F URTH AVENUE NEW Y HR lt 
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why 
(continued from preceding page) 


ings much as chemicals may react to 
ch other. The cigarette package comes 
‘rough as warm, lively, good-humored, 
rtainly more outgoing and sociable 
in introverted or reserved—in all, the 
motional language of red adds desir- 
ble elements to the identification of a 
varette brand. In another situation, 
however, red will not say the same 
things. 

For accuracy, we must note that red- 
ness does not always have such positive 
meanings. Some years ago, an institu- 
tional advertisement for meat showed a 
large uncooked beef roast, undoubtedly 
rated as gorgeous by butchers. House- 
wives didn’t shriek, but they were ap- 
palled at this blatant red meat on a 
stark white page, and their associations 
clearly led directly to the horrors of the 
packing house. Here red communicated 
all the warlike affects—blood, cutting, 
mutilation, brutality—and all the re- 
vulsion which our society feels towards 
these destructive symbols. 

The methods and disciplines form- 
ing the field of motivation research are 
well-suited to such analysis of creative 
work; they further permit predictions 
which can be helpful to the creative 
worker before he crystallizes his work. 
These will be discussed in following ar- 
ticles, which will appear every other 
month. 
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(continued from page 16) 


The key to this entire technique is 
keeping the dye transfer paper very 
wet and rolling it into contact with the 
dry Flexichrome print in one rapid 
stroke of the roller. If the paper and 
print are not brought together quickly, 
the surface colors may bleed. 

Colors on the transferred print will 
be slightly more brilliant than in the 
Flexichrome print, and their perma- 
nence also is somewhat increased. 


credit union 





(continued from page 43) 


and clothing. It provides funds for 
emergency medical bills or good times 
like a much needed vacation. It is legal 
for loan companies to charge 30%-40% 
—and even 50% interest on your loan. 
Of course, much if not all of this in- 
terest is hidden while you really think 


(continued on following page) 
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Hats off to our competitors! ' 
" § 
5 
4 There are a dozen other fine studios in New 
York that offer, in addition to top-notch talent, + 
: service of the sort that Art Directors appreciate: 
\" absolute promptness, intelligent interpretation, ‘ 
4 dependability. 
We salute these worthy coimpetitors, all of 
j which are ‘‘name”’ studios. We know from ex- 
perience how hard it is to live up to such high 
service standards after it’s no longer necessary 
3 to scratch for a living. We’ll never succumb to 
the temptation to let down a little, either! 
z ~ 
TOSCA STUDIOS 
Art and Photography 
MU 7-2172 
: L 
§ Call Tosca for fine, fast service z 
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SAVE MONEY 


ON COLOR PHOTOS 


OF FOOD! 


FRITZ CREATIVE SERVICES 


217 Spring House Lane 
Merion, Pa. 


Do you need top-quality food photography 
but find the prices of big-city photographers 
too rough on your budget? Then we're for 
you! Finest equipment; food styling by our 

ti ily-recognized home economist;smart 
“props” because we're near Philadelphia 
and New York; low prices because we don't 
pay big-city rent and don't have to put on 
a fancy front. Our Photos work for the na- 
tional magazines, national advertisers and 
prominent advertising agencies who are 
among our clients. (List upon request.) 
Write for information about our facilities, 
qualifications and working methods. For a 
quotation, just send us a rough layout or 
briefly describe what you have in mind. No 
obligation. 
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ARTISTS, AD MEN 
COPYWRITERS- 
STOP GUESSING! 


e See how the revolutionary new 
HABERULE Visual Copy-Caster 
makes your job easier, quicker, 
more accurate than ever! 


29 most commonly used type faces—in caps 
and lower case—all keyed for instant copy-fitting 
With just a flip of the finger, you not only see the 
type from which you can select the design and size 
you need but you can fit vour copy at the same in- 
stant! Over 800 machine and foundry type faces 
are also listed—in every size from 4 to 18 point 
Never before has this service and convenience 
been offered—all in one single, self-contained unit 
Send for your new, completely revised, 6th 
edition of the Haberule now! Beautifully printed 
in 2 colors. Handsome silver-embossed covers, 
plastic bound. Yellow Vinylite 

type gauge included 


Only $ 750 


COMPLETE 






MONEY-BACK 
GUARANTEE 





At artist 
supply stores 
or direct: 


The HABERULE Co. 
Box $245 + Wilton, Conn. 





HABERULE now features alphabet lengths of 
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disposable mixing cups 
with permanent tray 


for paints and inks 
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COLOR RETOUCHING 


FLEXICHROMES 


GEORGE E. WILDNER 


MURRAY Hilti 3-534) 





2 Courses for Professionals; 


Flexichrome ; 
---+ technique 


by S$. Ralph Maurello. 


225 Broadway, New York 7, N.Y 


Airbrush 


the GERMAIN 
ia clele Mme ma. eheele: Flask 








credit union 





(continued from preceding page) 


you're getting off with a 6% rate. (The 
6% rate only shows on the surface). 
Actually, you are paying interest on the 
principal monthly even though the bal- 
ance decreased. In a credit 
union, interest rates are never higher 
than 1% per month on unpaid balance 
so the amount of the interest paid de- 
creases as the amount of the obligation 
decreases. A credit union loan of $100 
paid off in ten months would cost $5.50 


owed is 


in interest while the same loan from a 
company would cost as much as 
$19.25. Furthermore, a commercial loan 


loan 


must be paid off by designated monthly 
instalments. Credit union loans are due 
at a specific time each month, too, but 
fortunately for its members a borrower 
may be permitted to skip an instalment 
(due to unforeseen circumstances) by 
notifying the credit union. However, 
the interest charges still apply monthly. 

Another benefit to members is a 
three-fold insurance plan by which (1) 
the borrower is protected; (2) life sav- 
ings are insured; (3) individual life in- 
surance may be bought by members at 
a rate favorably comparable to the rates 
of G.I. insurance. Plans 1 and 2 are 
paid for by the credit union while plan 
3 is personal and is bought by the mem- 
ber himself if he wants it. Here is how 
you benefit:—If a borrower should suffer 
a total and permanent disability or if 
he should die, his family (or heirs or 
estate) would not be obligated to pay 
up the loan. The insurance—paid for 
by the credit union—pays the loan or 
balance due, in full. Also, your life may 
be insured in relation to your savings 
up to $1000—and the credit union pays 
the premium. When you die your fam- 
ily would receive not only your savings 
but also an additional amount equal 
to your savings but not exceeding 
$1000. Here’s a specific illustration: 
Suppose a member has saved $1000, and 
has borrowed $300 for incidental ex- 
penses instead of drawing from his ac- 
count. After having paid back $50, he 
dies. The balance of the loan is paid by 
insurance and the member's family re- 
ceives $2000. ($1000 savings plus $1000 
insurance). 

Another advantage of the credit 
union loan over a bank loan is that 
most bank loans are discounts whereby 
the interest is deducted in advance so 
that the borrower doesn’t ever have thc 
full amount borrowed. 

For further information about the 
credit union plan, write Jorge Mills at 
101 W. 42nd Street, New York. 





THE AMAZING NEW PHOTO-CROPPER 





Saves valuable TIME 


The Photo-Cropper is a practical, simple solution to 
cropping and proportioning. It is designed for every- 
day use by the artist, editor, production man, ad- 
vertising Manager, copywriter, photographer, printer 
and lithographer 

NO MOVING PARTS — Easy to use, this efficient 
tool saves hours of time, produces accurate cropping, 
eliminates guesswork in centering and aligning sub- 
ject matter 

NOTHING TO WEAR OUT — Printed in brilliant 
colors on transparent Vinylite with plastic inks, which 
are fused into the Vinyl sheet to insure many years 
of service 


Send for yours today...only $3.00 


PHOTO-CROPPER “S.,Vitiece, onic. 


Actual size 
MM” x 12 











—— DYE TRANSFER 
Color Prints 


PROFESSIONAL QUALITY AT SENSIBLE PRICES 





From Merchandise * Transparencies 
Art Work 
SMALL & LARGE QUANTITIES 


MADE IN OUR OWN LABORATORIES 


Complete Color, Black & White Services 


CORONA COLOR STUDIOS 
Alfred Losch, Photographer 
37 West 47th St., N. Y. C. 37, PL 7-1661 

















lynn studios + advertising artists 


343 lexington ave. + lexington 2-6533 





Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17 N.Y. 














way’s standard 
viewers 
Used by 25 leading 
New York color piate makers 
Write for information 
Chappaqua, N. Y. 

















color retouching 


our large and versatile staff offers years 


of experience and craftsmanship to give your 


photographic jobs the definition and quality you desire 
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COMMERCIAL PHOTO 


Sth ST. . MU 5-1864 





IN LOS ANGELES 


We offer you 

the services of 

a group of the finest 
advertising artists 
in Los Angeles and 
New York 


west coast representative 


of Chartes E. Cooper, inc., 





DUNKIRK 9-3118 
3107 BEVERLY BLVD; 
LOS ANGELES 57, CALIFORNIA 
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HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 
2 


MU 5-4295 
404 Fourth Ave. - Room 1507 


COLOR RETOUCHING 


FLEXICHROMES 


GEORGE E. WILDNER 


MURRAY HILL 3-534) 

















Bruno Junker 


ART FO 
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booknotes 


THE NATURAL HOUSE. Frank Lloyd Wright. 
Horizon. $6.50. 


For those who agree with Frank Lloyd 
Wright’s philosophy that a house “is 
more a home by being a work of art,” 
this book will be inspiration. Mr. 
Wright explains in enthusiastic terms 
the aims and contributions which have 
made him the greatest architect of our 
times. With the explanation of how a 
“natural,” organic house should be 
built, and how he came to these con- 
cepts, he shows with excellent photogra- 
phy some of the houses built for people 
of limited incomes, houses which reflect 
his concept of democracy and beauty. 


THE FIRST WRITING BOOK, ARRIGHI’S OPER- 
INA. John Howard Benson. Yale University 
Press. $2.50. 


A facsimile and translation of the first 
and finest handwriting manual of the 
Chancery hand, written by Ludovico 
degli Arrighi in the sixteenth century. 
Mr. Benson has written the translation 
in a hand based on the original and has 
supplied notes and an introduction. 


ASPECTS OF CHINESE PAINTING. Alan Priest. 
Macmillan. $7.50. 


Fifteen essays, most of which appeared 
originally in the Metropolitan Museum 
Bulletin, on the beauty and pleasure 
to be found in Chinese painting. Illus- 
trated with many Chinese paintings, 
some in color, it is a handsome book 
which instructs on many aspects of Chi- 
nese life as well as painting. 

Mr. Priest is curator of Far Eastern 
Art at the Metropolitan Museum of Art 
in New York. He writes with fervor of 
the “happy, gentle and serene character 
of the whole Chinese race” and refuses 
to believe that the present political 
regime in China will destroy the tradi- 
tional culture which produced these 
paintings. 


SECOND ANNUAL OF ALL THE BEST CLIP 
BOOK ART. Compiled by Harry Volk Jr., Art 
Studio, 22 West Verona Ave., Pleasantville, 
N. J. $10.00. 


More than 500 line drawings of dozens 
of different subjects which can be 
clipped from the book and used in 
paste-ups. 56 pages of illustrations are 
printed on coated paper 5 x 8 inches. 
There are scratchboard, stylized, deco- 
rative, humorous, realistic and light il- 
lustrations. 
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AS | SEE by Artzybasheff. Dodd, Mead. $7.50 


This collection of drawings and paint- 
ings. half of which were done especially 
for this book, is artistic commentary on 
our era of machines, psychoanalysis, war 
and frivolity. It is done with a penetrat- 
ing irony at which one often laughs and 
feeis a disturbing horror all at once. 

The book was designed by the artist 
himself and was printed in gravure, 
which superbly reproduces Artzyba- 
sheff’s unique style and excellent drafts- 
manship. 


ADVERTISING IN MODERN RETAILING by Car- 
rie Mills Rowland. Harper. $4.50. 


Author, from wide advertising experi- 
ence, describes advertising practices in 
the retail store. She gives the student an 
overall picture of the various methods 
of advertising used by the store, and 
tries to show him the attitudes and 
knowledge he will need to participate 
in retail store advertising—whether it be 
in production, art, merchandising, copy 
writing or planning and _ supervising. 
Indexed, cloth bound, 268 pages. 









Cover Designer | = 


Frederick W. Boulton, winner of the 
1954 NSAD Award, is Vice President 
and Director of Creative Services of J. 
Walter Thompson Co., Chicago. He 
studied art at the Chicago Art Institute, 
American Academy, Academy Julian 
(Paris) and was a student of John Nor- 
ton, C. O. Woodbury, and Joseph All- 
worthy. He joinedJWT in 1923, headed 
his own studio from 1926-31 when he 
rejoined the agency as an AD. Accounts 
he has AD’d include Pensylvania RR, 
Burlington, Cream of Wheat, Swift & 
Co., Kraft Food Co., Parker Pen, Dr. 
Wests, Kelloggs Cereals, Ford, Lincoln, 
Mercury, Nash, and many others. 

Exhibits of his paintings are similarly 
numerous, as is the list of prizes he 
has won. 
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Techni-Process Lettering 


305 EAST 45th ST. N.Y.C. 17 - 


MU 44-7981 














COLOR PRINT 


Charles COLOR LAB & STUDIO 
800 LEX. AVE. TE 88-7525 N. Y. Cc. 21 
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the NORedge for close work - - panne 
—_ 


steel drawing board edges 


for data check with your dealer or write 
NEAR-NORTH fa) GUILD .........- chicego,11 
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We Make The Finest 


—SO SAY RETOUCHERS. 
WHO SEE THEM ALL 
From art or color 
transparencies, either 
facsimile or extensive 
alterations of color 


———s 
pov COLOR 
LABORATORY 
149 WEST 54th STREET 
Circle 7-1747 
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bookshelf 


The AD&SN bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 
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NEW BOOKS 


104. The First Writing Book, Arrighi’s 

Operina. John Howard Benson. A fac- 
simile and translation of the first and finest 
handwriting manual of the Chancery hand, 
written by Ludovico degli Arrighi in the 
16th century. Mr. Benson has supplied notes 
and translation and written the book in a 


hand based on the original. $2.50 
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ANNUALS 


83. International Poster Annual, 1954. Edited 

by Arthur Niggli and W. H. Alliner. 488 
posters from 24 countries, mostly in black and 
white. Artists, advertisers, agencies and printers 
are indexed. Stimulating visual record of posters 
throughout the world. $10.95. 


84. The Penrose Annual, Vol. 48, 1954. Edited 

by R. B. Fishenden. Solid technical data on 
new reproduction processes, complete with full 
color illustrations. Articles cover negative mate- 
rials with built in screen, ferro-magnetography, 
Xerography, Klischograph Engraving Machine, 
Monophoto, teletypesetter for book work, dry 
offset, ungrained metal plates for offset, photo- 
graphic color proofs, aniline printing, and a host 
of other technical information. $9.50. 


86. Idea 54! The International Design Annual, 

Vol. 2. Edited by Alvin Lustig. Second an- 
nual on the progress of industrial design in prac- 
tical appliances and consumer goods. Over 300 
samples of the best products of the past year 
from many countries. American edition includes a 
section showing student work at Yale School of 
Design. Hundreds of illustrations. Indexed. $8.50. 


91. Graphis Annual, 1954/55. Edited by Walter 

Herdeg and Charles Rosner. 3rd volume of 
the encyclopedia of international advertising art 
presents a pictorial survey of printed publicity of 
19 countries. 710 illustrations, 66 in color, are 
accompanied by running commentary in three 
languages. Cloth bound. $12.50. 


94. 33rd Annual of Advertising and Editorial 

Art. To be published December 6 for the 
New York Art Directors Club. Contains the best 
in American advertising and editorial art, as 
shown in the 33rd Annual Exhibition last spring. 
$12.50. 


ART 


103. An Atlas of Anatomy for Artists. 

Fritz Schider. 1955 edition enlarged to in- 
clude 300 figure studies by Leonardo, Michel- 
angelo, Rubens, Degas, Rimmer, Vesalius and 
ten other masters. Contains more than 500 pic- 
tures of the human form. Special section contains 
nude-model action shots and photographic studies 
of growing children. $6. 
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DISPLAYS 


100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and. directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 


87. Advertising Layout. William Longyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


LETTERING 


96. 101 Alphabets by Hunt & Hunt. Manual of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


SWIPE FILES 


19. 750 Designs, Borders, Backgrounds, Tints 

and Patterns, H. B. Coffin. All illustrations 
can be cut out or copied without permission. 
$4.50. 


51. 3000 Pictures of Animals, Reptiles, Fishes 
and Marine Life. Offset reproductions of 
photographs, prints, and drawings. $3.00. 


52. 3000 Pictures, grouped according to classi- 

fication from Agriculture to Zoology. In- 
cludes diagrams and dictionary style legends. 
$3.00. 


60. Picture Encyclopedia. 164 pages, 24,000 
illustrations, mostly line drawings, wide 
variety of subjects, legends. $15.00. 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catclogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


TELEVISION 


31. Designing for TV, Robert J. Wade. Text 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


98. Staging TV Programs and Commercials by 

Robert J. Wade. A solid factual, illustrated 
package of know-how on planning and executing 
sets, props, production facilities. Covers staging, 
scenic construction, lighting, special effects, 
graphics. Written for the pro by an AD and TV 
production man. $6.50. 


PHOTOGRAPHY 


80. The Airbrush Technique of Photographic 

Retouching. Walter S. King and Alfred L. 
Slade. Both those who know its uses and those 
who are unfamiliar with airbrush techniques will 
benefit from this clear, well illustrated manual. 
Numerous photographs show how and when to 
use the airbrush, how to retouch photographs and 
much technical information. 118 pages, paperback 
with looseleaf binding. $9.50. 


PRODUCTION 


101. The Technique of Advertising Production. 

Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 


COPYFITTING 


42. Streamlined Copy-fitting. Arthur B. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master gauge. $5.95. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


74. American Slogans, 1952-53. William Sun- 

ners. 13,000 slogans and phrases intended 
to help advertiser and agency determine what 
slogans are already in use and to give new 
ideas. Includes British slogans and others. Listed 
alphabetically under divisions with source of 
slogan in each case. Complete index. $7.50. 
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Now its your move-— 
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Mr. Art Director! 


WE°VE MOVED heaven and earth to please you . . . to give 
you more of that better, faster and extra service you want! 





® complete production “know-how” that saves you time, 
money and gray hairs on highly complicated jobs; 

e service that’s both fast and good; 

e matured minds who understand what you need; 

e skilled hands that can follow instructions; 

e conscientious workers who value a promise; 

e dependable management that appreciates your account. 


WE’VE MOVED to where people working on your jobs can 
stretch, bend and work without knocking each other over . . 
where they can enjoy sunlight, North light, daylight and plain 
vision ... and where they can breathe pure air, fresh air, cleaned 
air and just plain atmosphere. 


WE°VE MOVED to where the building is brand new, the deco- 
rations fresh, the elevators fast, the service superb and the com- 
pany delightful. 


WE°VE MOVED to 130 East 59th Street — the largest space 
in our 23-year history —12,500 square feet—one entire floor plus. 





Layouts Illustrations SPECIAL DEPARTMENT 
| Lettering Mechanicals Slide Films Technical illustrations 
Retouching Production Engineering writin 
} 9g g g 9g 
a — | 
| You are cordially invited | 
| to visit 


ROGER, INC. | | 


| 







ROYER & 
130 East 59th Street, New York 22, N. Y- 
Eldorado 5-2400 
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ready 


reference 
to have your firm listed call PLaza 9-7722 


ART REPRESENTATIVE 
Renaldo C. Epworth 


If you can’t find the right art—call us! 
49 W. 45 St., N. Y. C. JU 6-2190 


Alan Redfield Associates 
A Complete and Dependable Art Service 
201 E. 56th St., N. Y. 22 MU 8-9464 


HISTORICAL PRINTS 


The Bettmann Archive 


Old time illustrations on any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 


Joseph Wrobel 
Land & Seascapes, Wtr. Color, Temp. or Casein 
22 E. Bellevue Pl., Chicago 11, Ill. 


LAYOUT 


Will Dressler 
Layout, package design, pharmaceutical 


2324 Pine St., Phila. 3 LO 4-4437 
LETTERING 

Frank Kaz 

Comprehensive & finished lettering 

162 W. 54th St., N. Y. JU 2-1548 


Q Q Titles 
2000 Fonts of Hot Press Lettering Available. 
1243 6th Ave., N. Y. C. Cl 7-2126-7 


PHOTOGRAPHY 


David Workman Studio 
Studio or Location—Black & White or Color 
146 W. 47th St., N. Y. C. JU 6-2995 


PHOTO SERVICES—COLOR 


Max Jaikin 


Transparency Retouching, Color Assembly 
58 W. 57th St., N.Y. 19 Cl 6-8712-3 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 


10 E. 46th St., N.Y. 17 MU 7-2595 


Tulio Martin 
Trensparencies 
58 W. 57th St., N. Y. 19 


PHOTO SERVICES—B&W 


Modernage Photo Services 


319 East 44 Street, New York, N. Y. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

e Developing and printing for magazines and 
industry 

e Copying of artwork 

e@ Commercial photography; studio available by 
hour and day 


Call Ralph Baum 


Cl 5-6489 


LExington 2-4052 


Moss Photo Service Inc. 


Color postcards, color separations 
50,000 black & white glossies made daily 
Moss Building, 350 W. 50 St., NYC PLaza 7-3520 


PHOTO REPRODUCTION 


Better Photo Service 
Quantity prints unsurpassed in quality 
165 W. 47 St., N. Y. C. PL 7-7153 


RETOUCHING 


Davis + Ganes 


Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 


516 5th Ave., N.Y. 1 


SALES PRESENTATIONS 


Wiener Studio 
Charts + Posters * Slides * Silk Screen 
12 East 37 St., N. Y. C. MU 6-0656 


Murray Hill 7-6537 


Carlton Studios 

Charts, display cards, posters— 

Hand lettered, type set, silk screen 

131 W. 45th St., N. Y. C. JUdson 2-5180 


SERVICES 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N.Y. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


STOCK PHOTOS 


Brown Brothers 


One of America’s largest collections of stock 
photos and old time illustrations. 


220 W. 42 St., N. Y. C. 36 
Frederick Lewis 
Extensive Library of B&W Color Photos 


BR 9-4742 


36 West 44th St., NYC 36 MU 2-7134 


John Staby 

Agricultural photos for advertising. Farm ani- 
mals, poultry, crops, etc. Write, stating your 
needs. A selection will be submitted. 

122 W. Hazeltine Ave. Kenmore 17, N. Y. 


Underwood & Underwood News Photos 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 

3 W. 46th St., N. Y. 36 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y. 


classified 
call PLaza 9-7722 


DESIGNER: | am a proficient creative advertis- 
ing designer capable of producing sparkling 
visual material. Interested in permanent position 
with NYC studio or agency. Write Box 300, 
AD&SN, 43 E. 49 St., NYC 17. 

LETTERING CLASS. Emil Schaedler, instructor. 
Tuesday evenings, 6:45-10:15 at Wallé Studios, 
134 E. 44 St., NYC. Stop in or phone Hollis 4-3390. 
WANTED: FREE LANCE ARTIST for direct mail 
advertising layouts. with telling punch. Must 
handle rough to finish, know production. Write 
Box 301, AD&SN, 43 E. 49 St., NYC 17. 


JUdson 6-5910 


JUdson 2-0100 


FASHION PHOTOGRAPHER'S STUDIO TO SHARE. 


Fully equipped. Percentage basis—$50 minimum 
per month. Midtown Manhattan location. COlum- 
bus 5-6713 

2 BEAUTIFUL STUDIOS for rent to designers, 
illustrators or retoucher. Facing on huge 12’ x 14’ 
north window overlooking park. NYC, 40th St. at 
6th Ave. Studio facilities. Workspace if desired. 
Cal! LA 4-6854. 





FOR SALE 


Old Mill remodelled into year round 8-room 
house. Trout stream. Studio apt. over 2-car 
garage. Big barn for art school. Dutchess 
county. Priced for quick sale. JU 2-1392. New 
York City. 











EXPERIENCED ART DIRECTOR—LAYOUT MAN 
...for San Francisco industrial advertising 
agency. Excellent opportunity — salary open. 
Write Box 303. 
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b+ Keys Ine) 
125 WEST 45" STREET NEW YORK 36, N.Y. 


COLUMBUS 5-6461-2 
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yout cart lose-whent yout chusese 


Craftint 


POSTER COLORS 


Ud) ky 
Ky OSE Cr 
Cc raftint 


Used and recommended by Smart signmen, cardwriters, 
display and poster artists . . . and color users everywhere. 
Craftint Show Card and Spectrum Colors . . . the Finest 


you can buy regardiess of price for permanence of every color, 
Craftint’s non-toxic 


brilliancy, full and lasting, finest artists’ quality throughout 


poster colors for 


school use are the 


uniform consistency, and brushing quality adaptable to any 
same high-quality 


technique. Choose CRAFTINT... and You Pick The Winner! a 


schools and colieges, 


and are priced to 


* 
oe ratt 1 rake fit the school budget 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK . CHICAGO . CLEVELAND 
Main Office: 1615 Collamer Ave., Cleveland 10, O 


— aa 


Five Art Directors' spots, filled by art directors of 
diversified training and experience...comprising an art direction unit to which you can 
entrust every detail of the job in hand...a very high level of perfect follow- 


through. Here are the men and briefly their backgrounds: 


Lawrence Gussin - Executive Art Director Redbook, House Beautiful, Pharmaceutical, 


Industrial, Fashion etc., Pete LoMonte - Point of Purchase, Display, Industrial, 


General etc., Bill Brooks - Design, Fashion, General, Lord & Thomas, Fairfax Inc., 





Paramount Studios etc., Ralph Jaeger - Sales Promotion and Merchandising Head, Fuller, Smith & 


Ross, Paris & Peart, Jaeger Studios ete., Jules Cinque - Direct Mail, Sales Promotion etc. 


alexander e. chaite studios, inc., 35 W. 56 St., myc.19, Plaza 7-3131 








